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WITH  MICROSOFT  VIRTUALIZATION, WE 


BY  REPLACING  PHYSICAL  SERVERS 

WITH  VIRTUAL  ONES 


CASE  STUDY:  ItoeMI 


Kroll  Factual  Data  of  Loveland,  Colorado,  is  a  longtime  provider  of 
information  services  to  the  mortgage  industry.  The  firm  wanted  to 
optimize  its  server  infrastructure  to  better  meet  spikes  in  demand  and 
reduce  data  center  costs.  Kroll  Factual  Data  virtualized  its  data  center 
using  Windows  Server"  2008  and  Hyper-V™  technology,  consolidating 
650  servers  to  22.  It  further  streamlined  its  infrastructure  using 
Microsoft®  System  Center  data  center  solutions  to  monitor  and  manage 
its  physical  and  virtual  landscape,  and  Microsoft  Visual  Studio® 
development  tools  to  quickly  develop  applications. 


With  its  new  optimized  infrastructure,  the  company  can  grow  faster, 
scale  quickly  to  meet  customer  needs  and  dramatically  reduce  IT  costs. 
Kroll  Factual  Data  has  cut  annual  hardware  expenditures  by  tens  of 
thousands  of  dollars,  and  energy  costs  by  U.S.  $442,554  annually. 


To  download  the  case  study, 

snap  this  tag  or  text  VIRTUAL  to  21710* 

Get  the  free  app  for  your  phone  at  http://gettag.mobi 

‘Standard  messaging  and  data  charges  apply. 


The  ScanSnap  Network  fi-6010N  iScanner:  Now  an  entire  office  can  enjoy  ScanSnap  productivity. 

There’s  never  been  an  easier  way  to  save  time  and  money  managing  paperwork.  The  ScanSnap  Network  iScanner  plugs  right  onto 
your  network.  Big  buttons  on  the  touch  screen  display  your  options.  Touch  one,  and  paperwork  automatically  becomes  a  digital 
j  file  sent  directly  to  a  designated  folder,  email,  FTP,  network  fax  or  printer- anywhere  on  the  network.  Now  invoices  can 
go  directly  to  accounting.  Resumes  can  go  directly  to  HR.  You’ll  have  fewer  misplaced  documents  and  rushing  to  make  an 
overnight  drop  box  can  be  a  thing  of  the  past.  Streamline  your  workflow  with  the  ScanSnap  Network  iScanner  today. 

Get  more  details  at  http://us.fujitsu.com/CIO 


ScanSnap  Network  fi-6010N  iScanner 
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Using  analytics  enabled  CUNA 
Mutual  Group  to  identify  new  ways 
it  could  attract  customers,  says  SVP 

and  CIO  Rick  Roy. 
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Data  Whisperers 

"Data  starts  to  tell  a  story,”  says  CIO  Tim  Fleming.  “We  can  help  them 
find  that  story.” 

Fleming’s  industrial  technologies  sector  at  Ingersoll  Rand  dedicates  the 
biggest  portion  of  its  IT  staff  to  data  analytics— using  the  info  they  uncover 
to  enhance  decision  making,  catch  errors  and  rework  various  business 
processes  at  the  $13  billion  heavy-equipment  maker.  “This  gets  you  back 
in  front  of  your  user  groups  very  frequently,  so  they’re  seeing  the  value  of 
IT,”  Fleming  says. 

As  you’ll  see  at  all  of  the  leading  companies  profiled  in  our  cover  story 
("Analyzing  the  Future,”  Page  26).  faster  turnaround  of  more  useful  analyt¬ 
ics  delivers  many  gifts.  It  boosts  IT  credibility,  spurs  dramatic  productivity 
gains  and  can  save  a  great  deal  of  money.  Yet  perhaps  most  significantly,  new 
revenue-generating  opportunities  can  arise  from  finding  actionable  insights 
about  customers  and  sharing  them  with  your  business  colleagues. 

At  insurer  CUNA  Mutual  Group,  for  example,  business  analysts  discov¬ 
ered  that  fully  half  the  company’s  $2.8  billion  annual  revenue  was  coming 
from  only  three  of  its  dozen  customer  segments.  So  ramping  up  new  busi¬ 
ness  from  those  nine  flagging  customer  groups— such  as  Gen-Y  consumers 
who  want  mobile  access— became  a  big  priority  for  CIO  Rick  Roy. 

By  consolidating  customer  info  into  a  single  data  warehouse  that  busi¬ 
ness  analysts  could  explore  more  easily,  he  shaved  their  analysis  time  from 
weeks  to  hours.  “It’s  a  game-shifting  change,”  Roy  told  us.  And  changes  like 
that  are  happening  more  often  than  ever  before.  When  we  surveyed  335  IT 
executives  recently  about  their  use  of  business  intelligence  (BI)  and  analyt¬ 
ics,  65  percent  of  them  had  used  these  tools  to  make  significant  business 
process  changes  in  the  last  year. 

The  expanding  capabilities  of  these  tools— whether  provided  in-house  or 
externally  in  a  software- as-a- service  arrangement— are  moving  well  beyond 
demographics  and  purchasing  patterns  to  more  revealing  information  about 
how  people  behave  on  a  website  or  wliat  cl  ues  they  leav  e  behind  with  call  center 
ojXTators.  Contemporary  Bl  and  analytic  tools  can  also  pull  data  from  enter¬ 
prise  software  in  much  more  useful  ways,  churning  out  in  an  afternoon  results 
that  once  took  weeks  and  a  PhD  in  statistics  to  produce.  As  one  analyst  put  it: 
“Business  people  don’t  have  to  worry  about  how'  the  sausage  gets  made.” 

What  they  need  instead  is  a  data  whisperer  who  can  help  them  to  see  the 
patterns,  understand  the  implications  and.  ultimately,  analyze  the  future. 


The  Pitfalls  of  iPhones 

Senior  Online  Writer  Tom  Kaneshige 
reviews  the  new  4G  iPhone  and  notes 

that  features  like  improved  reception  and 
video  chat  may  not  live  up  to  hype.  Also 
of  concern  fragility  The  4G  is  encased 
in  two  panes  of  glass  which,  while  pretty, 
has  landed  many  iPhone  users  in  the  repair 
shop,  www.cio.com/article/596232 

What's  the  other  big  iPhone  killer?  Water 
damage,  Something  Kaneshige  knows  all 
too  well  after  destroying  his  iPhone 
in  the  washing  machine  His  NASA- 
employed  brother  claims  he  can  fix  it.  But 
will  a  bowl  of  uncooked  rice  really  save 
the  day?  advicecio.com/node/10542/ 

Buying  a  BlackBerry 

If  we've  scared  you  off  the  iPhone,  you 
should  check  out  Senior  Online  Writer 
Al  Sacco's  assessment  of  how  the  new 

BlackBerry  Bold  9650  compares  with  its 
predecessor,  the  BlackBerry  Tour 

www.cio.com/article/595860 

The  Man  at  Microsoft 

Senior  Online  Writer  Shane  O'Neill  sat  down 
with  Microsoft  CIO  Tony  Scott  to  find 

out  what  it's  like  to  be  in  charge  of  tech  at 
the  software  giant.  Scott  comments  on 

the  future  challenges  of  CIOs  and  how 

he  manages  to  find  some  work-life  balance. 
www.cio.com/article/595816 

SaaS  Hesitation 

Wondering  if  software  as  a  service 
can  really  be  trusted?  senior  Online  Edi 

tor  Thomas  Wailgum  breaks  down  the  tell¬ 
ing  results  of  a  new  Forrester  survey,  which 
shows  that  IT  execs  are  a  bit  uneasy 

about  SaaS  www  c  u  on/aft  e/595  4 


Compiled  by  Editorial  Assistant  Lauren 
Brousell.  Have  a  comment  about  this  issue 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson&cio.com 


of  CIO ?  Co  to  www.cio.com/issue/ 
30100701  or  write  to  letters@ao.com. 
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YOUR  POSSIBILITIES.  NOW 


WIDE 


Introducing  the  new  Dell  Services.  Dell  and  Perot  Systems  are 
now  one  company  with  one  purpose.  Your  purpose.  Instead  of 
coming  in  with  a  one-size-fits-all  approach,  we  listen  to  what's 
on  your  mind.  And  then  we  put  our  technology  expertise  and 
domain  knowledge  to  work  to  create  effective  solutions  that 
will  produce  measurable  results.  So  you  can  achieve  whatever 
your  vision  of  success  looks  like.  It's  why  more  industries,  from 
healthcare  to  financial  services  to  manufacturing,  trust  us  every 
day.  Whether  it's  managing  your  IT  operations,  improving 
your  business  processes,  or  deploying  cloud  computing, 
Dell  Services  delivers.  Where  would  you  like  to  go?  As  far  as 
we're  concerned,  the  future  is  wide  open.  Dell.com/services 
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Modern  Application 

I  recently  had  a  fascinating  roundtable  discussion  with  25  CIOs  on  the 
topic  of  application  modernization.  This  is  a  subject  of  growing  interest 
among  IT  leaders  looking  to  reduce  complexity,  gain  incremental  efficien¬ 
cies  and— imagine  this— experience  a  little  peace  of  mind. 

But  undertaking  such  an  exercise  is  far  from  easy  and  fraught  with 
potential  peril.  As  I  looked  over  my  notes,  a  few  of  the  most  useful  tips  leapt 
out  as  worth  passing  along. 

Beware  the  "Scrummerfall."  I’d  never  heard  this  term,  but  I  Binged  it 
and  found  that  blogger  Brad  Wilson  defined  it  as  “the  practice  of  combining 
Scrum  and  Waterfall  so  as  to  ensure  failure  at  a  much  faster  rate  than  you 
had  with  Waterfall  alone.”  The  CIOs  all  agreed  that  if  you  don’t  train  your 
team  properly  on  agile  development  methods,  you  get  a  toxic  mixture  of 
waterfall  process  with  agile  expectations.  Guaranteed  disaster  follows. 

Hire  more  business  analysts.  A  number  of  CIOs  said  that  to  ensure 
the  best  tracking  against  business  goals,  it’s  vital  for  IT  to  thoroughly 
understand  the  exact  deliverables  for  the  application  being  built.  So  they’ve 
decoupled  development  from  project  management,  seating  more  business 
analysts  with  line-of-business  groups.  There  is  a  growing  demand  for  this 
position.  Many  in  the  room  were  looking  to  hire  more  of  these  analysts. 

Explore  visualization  tools.  If  car  companies  can  build  a  prototype 
model  before  mass  production,  why  can’t  IT  do  the  same  for  software?  More 
companies  are  turning  to  visualization  tools  to  make  sure  the  time,  energy 
and  deliverables  are  in  line  before  development.  Some  have  saved  millions 
in  time  and  resources.  I’m  actually  surprised  that  adoption  of  these  tools 
isn’t  more  widespread,  given  how  clear  the  benefits  seem  to  be. 

Move  beyond  "The  Scarlet  A."  I’ve  borrowed  this  term  from  CIO’s 
Editor  in  Chief  Maryfran  Johnson,  but  it  can’t  be  emphasized  enough: 
Alignment  conversations  should  be  history  by  now.  They’ve  painted  IT  and 
business  into  separate  corners  for  far  too  long.  If  the  IT  goals  aren’t  aligned 
with  the  company’s  business  goals,  the  failure  rests  with  IT.  The  CIOs  who 
resolve  alignment  troubles  and  move  past  them  are  the  ones  having  the 
right  kind  of  strategic  conversations  with  their  CEOs  and  business  peers. 

Spending  time  with  a  room  full  of  CIOs  talking  shop  is  always  an  amaz¬ 
ing  experience,  but  I  love  hearing  from  you,  too.  Anybody  got  a  better  new 
word  than  “Scrummerfall”? 
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the  QWEST  SOLUTION:  It’s  harder  than  ever  to  keep  your  critical  information  from 
falling  into  the  wrong  hands.  Fortunately,  Qwest’s  voice,  data  and  networking  solutions 
are  created  with  today’s  complex  security  challenges  in  mind.  So  you  can  keep  your 
business  safe  and  your  data  fully  intact.  Solve  more  problems  at  qwestsolutions.com. 


Qwest 


BUSINESS 


Copyright  ©  2010  Qwest.  All  Rights  Reserved. 
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Cloud  Analytics  Picks  Up  the  Pace 

Most  organizations  rely  on  in-house  tools  for  their  business  intelligence 
needs,  but  by  2013,  that  may  change  by  lauren  brousell 


8 


An  overwhelming  majority  of  IT  leaders  handle  their 
business  intelligence  (BI)  in-house  now,  but  a  recent  CIO 
survey  suggests  that  will  change  in  the  next  three  years. 

The  survey,  conducted  in  May  among  335  IT  leaders 
whose  organizations  use  BI  and  analytics  tools,  found  that 
one  in  five  respondents  (23  percent)  expect  cloud  or  soft¬ 
ware  as  a  service  to  be  their  main  BI  solution  within  three 
years.  That’s  up  from  the  current  7  percent. 

Steve  Pike,  CIO  of  the  wireless  networking  provider 
Enfora,  says  he  recently  moved  customer  service  and  sup¬ 
port  to  a  cloud-based  solution.  “It  is  pretty  simple  to  do  and 
the  platform  is  very  agile.  You  can  set  up  quick  wins  and 
get  information  out.” 

Despite  the  potential  of  cloud,  in-house  solutions  are 
still  dominant.  Presently,  93  percent  of  respondents  use  on¬ 
premise  BI  tools,  and  77  percent  expect  to  continue  with  in- 
house  solutions  during  the  next  one  to  three  years.  Heather 
Hartman,  director  of  IS  technical  services  at  Care  New 
England  Health  System,  said  her  company  is  among  those 
sticking  with  in-house  solutions.  “The  number  of  disparate 


systems  we  have  makes  it  difficult  to  [use]  the  cloud.” 

Jason  Lichtenthal,  vice  president  of  IS  at  PURE  Insur¬ 
ance,  thinks  there’s  some  risk  in  investing  in  cloud  plat¬ 
forms  now,  but  thinks  his  company  will  adopt  them  in  the 
future.  “It  is  a  fledgling  industry.  They  are  still  working  out 
the  kinks,”  he  says.  “The  more  success  stories  they  have, 
the  more  trust  we  have  in  them.  It’s  just  a  matter  of  time 
before  cloud  is  the  way  to  go.” 

Nearly  two-thirds  of  respondents  (65  percent)  credit  the 
use  of  BI  and  analytics  with  directly  driving  a  business- 
process  change  in  the  past  year,  but  only  13  percent  say 
those  initiatives  were  closely  aligned  with  their  organiza¬ 
tions’  business-process  management  tools.  (See  “Analyzing 
the  Future,”  Page  26)  Spending  on  BI  and  analytics  is  on 
the  upswing,  with  57  percent  of  respondents  anticipating 
a  bigger  investment  in  the  next  year. 


Editorial  Assistant  Lauren  Brousell  can  be  reached  at 
lbrousell@cio.com.  Carolyn  Johnson,  research  manager  for  CIO, 
also  contributed  to  this  report, 
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BI  Moving  Out 

While  93%  of  respondents  currently  use  in-house  BI  and 
analytics  tools,  they're  shifting  toward  SaaS  alternatives 


Who  Benefits  Most? 

These  business  functions  get  the 
most  from  BI  and  analytics 


Predicted  use  of  in-house  and  cloud  BI 
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Unifiedsomethingoranother 


There  seems  to  be  a  lot  of  fuss  created  just  by  wrapping  a  term  like  "unified  communications"  around 
established  technologies  like  conferencing,  instant  messaging,  voicemail  and  email.  Then  you're  told  it's 
a  must-have,  new  solution  to  increase  your  "productivity." 


How  about  a  hard  ROI  UC  story?  We've  got  one.  It  happens  when  you  take  communications  technology 
like  presence,  routing,  queuing,  and  recording  and  use  it  to  automate  current  business  processes. 

Processing  time  is  reduced  and  errors  are  eliminated.  It's  what  we  call 
Communications-Based  Process  Automation  (CBPA). 


Deliberately  Innovative 


www.inin.com 


Read  more  about  our  communications-based  process  automation  in  the 
whitepaper,  "A  New  Approach  to  Business  Process  Automation" 

Download  it  at  www.inin.com/whitepapers 
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Custom  Solutions  Group 


Join  CIO's  Peer2Peer  Research 
Panel  and  make  your  opinions  count 

SHARE  opinions  and  best  practices  with  your  peers 
by  participating  in  short  surveys,  interviews,  and  mini 
polls  about  current  technology  issues  and  strategies. 

GAIN  access  to  our  Panel  member  website,  where 
you  can  download  survey  results  and  whitepapers, 
connect  with  other  Panelists,  and  view  or  comment 
on  the  latest  blog  and  forum  posts. 

TAKE  advantage  of  opportunities  to  win  prizes 
such  as  cash,  gift  cards,  and  the  latest  electronics 
for  each  survey  that  you  participate  in. 


CIO 


More  than 
2,500  of  your 
peers  joined 


Visit  www.ciopeer2peer.com  to  join  and  share 
opinions  with  your  peers  about  a  variety  of 
technology  and  business  related  topics. 
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Picture  of  Health 

How  BBK  Worldwide  uses  graphics  software  to  bridge  language 
gaps  to  recruit  patients  for  global  clinical  trials  by  kim  s.  nash 

Somewhere  between  indecipherable  hieroglyphics  and  pictures  that  say  a  thousand  words 
stand  the  computer-generated  graphics  that  adorn  business  communications.  They  typically  range 
from  pie  charts  that  try  to  be  informative  to  clip  art  that’s  supposed  to  be  funny. 

Yet  any  company  aiming  to  do  business  globally  had  better  learn  to  do  graphics  well,  says  Victor 
Bradley,  CIO  of  BBK  Worldwide,  a  company  that  recruits  patients  for  clinical  trials  of  drugs  and 
medical  devices.  Employees  and  partners  don’t  always  speak  the  same  language,  but  they  have  to 
work  together.  Pictures  can  bridge  language  gaps. 

BBK  Worldwide  deals  with  language  barriers  every  day  as  it  works  with  50,000  physicians  in  60 
countries.  In  May,  BBK  was  running  47  trials,  including  one  requiring  translation  into  23  languages. 
“We  have  to  simplify  and  articulate  complex  operations  to  a  vast  audience,”  Bradley  says. 

Business  communication  that  is  visual— incorporating  pictures,  video  and  interactive  inter¬ 
faces— can  efficiently  reach  more  customers  and  employees,  and  leaves  a  more  lasting  ►  ► 
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. 34Mbps  Average  Internet  speed  in  South  Korea,  the  fastest  in  the  world.  Netindex.com  *  *  ■  ••••$24  million 

Daily  spending  by  BP  on  the  Gulf  oil  spill.  Bloomberg . 57%  Advertisers  investing  more  in  online  video.  Advertising  Age 
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►  ►  Graphics  Continued  from  Page  11 

SHOPPING  THERAPY 

Retailers  are  investing  in  IT  to  support  multiple  sales  channels 
impression  than  words  or  data  alone,  says  and  to  deliver  more  relevant  content  to  online  customers, 

Jaron  Lanier,  a  futurist  and  scholar- at-large 

with  Microsoft.  “Human  brains  are  better  opti-  Online  retailers'  technology  priorities 

mized  for  that  than  looking  at  a  bunch  of  cells  E-commerce  platforms  490/° 

with  numbers.’  Content  management  tools . 370/o 

Integration  with  back-end  systems.  .  .  320/o 

Delivering  Results  for  Customers  Multichannel  integration . 24°'° 

When  BBK  signs  a  contract  with  a  pharma-  Security  and  compliance . 210/°  ffilB®  \  I  H 

ceutical  company,  its  recruiters  work  with  Mobile  sites  190/o 

physicians  and  hospitals  to  find  patients  that  Mobile  applications  150/° 

fit  specific  profiles  to  test  new  drugs  or  devices. 

Multiple  responses  allowed 

And  because  the  medications  and  devices  are 

SOURCE:  Forrester  Research  survey  of  291  retail  professionals 

new,  BBK  provides  doctors  with  written  and 
graphical  material  that  helps  them  partici¬ 
pate  in  the  trials.  Graphics  can  illustrate  pro- 

cedures  and  reinforce  key  points  given  in  detailed  written  |  3  a|  |  1  T'|  {A* 

directions.  U  L  vAA  * 

For  example,  BBK  sends  physicians  cards  to  help  them  /A 

assess  whether  a  new  patient  qualifies  for  a  clinical  study  that  M  \^/  LALuVJLlA  v^t/A  IJ 

the  company  is  filling.  A  card  might  fj  ,  -y  .  . 

show  a  table,  flow  chart  or  iUustra-  "WehaVetO  H  lO  lllllOVcitG 

tion  reflecting  important  aspects  of  eirnnlif  V  anrf 

the  study.  .P  ^  L-  IT  departments  say  they  want  innovation 

A  flow  chart  could  lead  the  3rtlCUl3T6  from  their  outsourcing  vendors,  and  the 

doctor  through  several  yes-or-  complex  vendors  say  they  want  to  provide  it.  So  why  is 

no  questions  to  decide  whether  OPerStiOIlS  innovation  in  outsourcing  so  rare? 

to  offer  the  patient  a  spot  in  the  *0  3  vact  The'e  countless  obslacles  ,0  achl,!’'' 

.  ,  iua  vaai  ing  anything  resembling  innovation  when 

trial.  Other  graphics  might  show  j-  ___  n 

,  ,  .  ,  .  auaience.  A  outsourcing  IT,  including  ineffective  change 

how  to  enter  data  into  a  website  or  ,  4  .  .  .  .  . ...  . 

management,  inadequate  skills  and  power- 

display  a  chart  depicting  the  steps  -Victor  Bradley,  ^  less  managers.  But  the  biggest  barrier  is 

remaining  in  a  lengthy  drug  or  '  or  wi  e  Lp  inertia.  When  it  comes  time  to  draw  up  an 

device  test.  Such  reminders  help  outsourcing  contract,  everyone  reverts  to  the 

doctors  do  their  end  of  the  work  that  BBK  has  promised  to  its  safety  of  the  status  quo. 

pharmaceutical-company  customers.  A  "Every  action  taken  by  both  parties  pro- 

Bradley  recently  deployed  graphics  software  from  Smart-  motes  stability,  but  hinders-even  suppresses- 

Draw  that  comes  with  templates  for  different  types  of  graphics  innovation,  says  Phil  Fersht,  founder  of 

to  plug  into  e-mail  messages,  Word  files,  PowerPoint  presenta-  outsourcing  analyst  firm  Horses  for  Sources. 

..  jt-  1  j,  ,  To  achieve  innovation  in  IT  outsourcing, 

tions  and  Excel  spreadsheets. 

,  customers  and  suppliers  have  to  shake  things 

BBK  used  to  use  Microsoft  s  Visio,  which  also  had  templates,  .......  x  .....  .._ 

K  up.  And  that  starts  with  the  traditional  IT 

but  Bradley  found  it  took  too  long  for  employees  to  learn.  As  a  p  service-procurement  process.  "If  the  enter- 

result,  fewer  employees  were  trained  and  requests  for  graphics  pr ise  wants  any  jnnovat  j0n,  they  should 

backed  up.  SmartDraw  also  cost  less  than  upgrading  Visio  and  understand  that  the  cookie-cutter  RFP  with 

buying  licenses  for  additional  users,  Bradley  says.  the  price-driven  negotiation  is  not  an  effec- 

-  tive  vehicle,"  says  Bill  Bierce,  co-founder  of 

Contact  Senior  Editor  Kim  S.  Nash  at  knosh@cio.com.  Follow  her  on  technology  law  firm  Bierce  and  Kenerson. 

Twitter:  twitter.com/knash99.  -Stephanie  Overby 
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. . .  •  30°/o  How  much  more  likely  immigrants  to  the  United  States  are  to  start  a  business  than  nonimmigrants,  s  iii 

Business  Association  •  •  . *5  .3%  Recent  college  graduates  who  will  get  jobs  this  year.  National  Association  of  College  ;  and  Employers 
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When  you’re  in 
the  vision  business, 
the  goal  is  to  see 
everything  better. 


Including  improvement. 


Global  benefits  provider  VSP  Vision  Care 
always  looks  for  ways  to  enhance  its  world-class 
customer  care  through  VSP  Peak  ServiceSM  to 
its  55  million  members.  By  implementing  Verint® 
Workforce  Optimization,  VSP  gained  deeper 
insight  into  its  performance  and  reduced  call 
handle  times  while  saving  $3  million  in  the 
first  year  alone.  That’s  Intelligence  In  Action™ 

See  case  studies  at  www.intelligenceinaction.com. 

Rob  Lynch 

CEO,  VSP  GlobalSM 
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High-Endjuice  for  Your 
Green  Data  Center 


BY  JOHN  BRANDON 

WHAT'S  HAPPENING  ::  Fuel  cells  are  large  containers 
that  use  hydrogen  gas  to  generate  power.  Because  they 
create  no  emissions,  they  also  generate  good  publicity 
for  companies  concerned  about  their  carbon  footprints. 
At  the  First  National  Bank  of  Omaha,  fuel  cells  provide 
high  reliability  and  make  a  bold  environmental  state¬ 
ment  to  bank  and  credit  card  customers.  Google  usesf  uel 
cells  from  Bloom  Energy  to  power  parts  of  its  Mountain 
View,  Calif.,  headquarters  facirity-also  to  prove  its  com¬ 
mitment  to  green  computing.  However,  although  the 
technology  has  been  in  use  for  more  than  10  years,  it 
has  failed  to  become  widely  adopted,  says  Jim  Tully,  a 
Gartner  analyst. 

WHY  YOU  CARE  ::  The  biggest  benefit  of  fuel  cells,  accord¬ 
ing  Mark  Evanko,  a  principal  engineer  at  Bruns-Pak,  a  data 
center  design  consultancy,  is  that  they  provide  an  indepen¬ 
dent  power  source.  Producing  power  at  a  cost  of  12  cents 
per  kilowatt  hour,  fuel  cells  may  cost  less  than  electricity 
from  the  local  utility.  Electric  rates  depend  on  fuel  costs, 
which  are  rising  again.  “A  data  center  has  a  constant  elec¬ 
trical  demand,  and  that  is  increasing  over  time,”  Evanko 
observes.  “If  you  can  get  your  own  power  source  and  get 
off  the  grid,  that  can  be  very  attractive.” 

Fuel  cells  are  also  appealing  because  they  generate  only 
water  as  waste,  and  they  run  silently,  unlike  generators. 
Brenda  Dooley,  president  of  First  National  Buildings,  a 
First  National  Bank  subsidiary  that  runs  the  company’s 
facilities,  says  that  if  the  bank  is  viewed  as  being  conscious 
of  its  environmental  impact,  this  will  help  attract  custom¬ 
ers.  The  bank,  which  operates  in  seven  states,  is  a  unit  of 
First  National  of  Nebraska,  a  financial  services  company 
with  $17  billion  in  managed  assets. 


Fuel  cells  are 
highly  reliable  and 
environmentally 
friendly,  but  they 
can  be  costly.  Using 
them  to  get  off 
the  electrical  grid 
isn't  for  everyone. 

kilowatt  hour.  In  1998,  the  bank  chose  fuel  cells  anyway 
because  they’re  more  reliable  than  traditional  power 
sources.  A  single  facility  handles  all  of  the  bank’s  credit 
card  processing,  and  losing  power  would  be  catastrophic- 
costing  the  bank  as  much  as  $6  million  per  hour.  The  fuel 
cells  cost  more  to  operate  than  traditional  data  center  power 
sources  but  rarely  fail,  Dooley  says.  However,  she  adds, 
were  the  company  building  a  data  center  today,  she  would 
also  consider  other  options. 

Aside  from  the  higher  cost,  Tully  says  using  fuel  cells  is 
risky,  especially  for  important  services.  Part  of  the  quan¬ 
dary  is  that  fuel  cells  don’t  provide  direct  power;  they  charge 
batteries  which  in  turn  deliver  electricity.  So  while  they  are 
extremely  reliable,  they  aren’t  suited  for  radical  changes 
in  data  center  power  needs.  Furthermore,  the  hydrogen 
fuel  needed  isn’t  easily  acquired  everywhere,  Tully  adds, 
making  diesel  power  more  readily  available. 

WHAT  YOU  SHOULD  DO  ::  Fuel  cells  make  the  most 
sense  if  high  reliability  is  a  chief  concern,  or  if  you  want 
to  make  a  bold  statement  about  the  impact-or  lack  of 
it-your  computer  operations  have  on  the  Earth. 


John  Brandon  is  a  freelance  writer  based  in  Minnesota. 


THE  REAL  DEAL  :: 

In  many  areas,  elec¬ 
tricity  still  costs  little 
enough  that  fuel  cells 
don’t  make  financial 
sense.  Dooley  says 
the  local  power  com¬ 
pany  only  charges 
four  or  five  cents  per 


•  •  •  22%  18-  to  24-year-olds  for  whom  owning  the  latest  tech  is  a  high  priority.  Barna  Group  •  •  •  •  51%  Twitter  users  who 
follow  companies  or  brands.  Edison  Research . 57%  Adult  Web  users  who've  searched  their  own  names.  Pew  Research  center 


JULY  1,  2010  www.cio.com 


Scalability  is  in. 
Cost  savings  is  in. 
Efficiency  is  in. 

Siemens  is  in. 


Microsoft's  cloud  services  are  helping  some 
the  world's  leading  companies  succeed.  We 
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Snap  this  tag  to  get  the  latest  news 
on  Microsoft's  cloud  services. 

Get  the  free  app  for  your  phone  at 

http://gettag.mobi 
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GROWTH  FACTOR 

Focus  on  Top-Line  Innovation 

CIOs  who  aren't  involved  with  strategy  and  market-facing  initiatives  risk 
losing  their  power  and  influence  by  chris  curran 


There's  some  troubling  data  related  to  the 
CIO  role.  Power  in  any  company  usually 
follows  those  who  create  new  revenue  and 
value.  But  Diamond  Management  and  Tech¬ 
nology  Consultants’  Digital  IQ  2010  survey 
of  724  business  and  IT  leaders  finds  that  75  percent  of  the 
CIO’s  innovation  role  is  internally  facing. 

The  CIO  is  the  only  member  of  the  executive  team  who 
fills  both  staff  and  line  roles.  Moving  forward,  the  trick  for 
CIOs  will  be  to  successfully  manage  these  dual  obligations. 
(Read  “What  CEOs  Expect”  in  our  June  15  issue  to  learn 
why  CIOs  need  to  focus  outside  company  walls.) 

Integrate  Your  Roles  to  Succeed 

If  a  CIO  cannot  clearly  define  both  roles,  the  two  could  be 
split  up.  Administrative  tasks  could  be  given  to  an  execu¬ 
tive  who  is  not  a  C-level  player— someone  who  reports 
to  the  CFO  or  the  chief  administrative  officer.  The  CIO’s 


line  responsibilities  could  migrate  to  executives  who  are 
accountable  for  profit  and  loss. 

CIOs  who  are  involved  in  creating  market-facing  inno¬ 
vation  and  customer  demand  will  continue  to  earn  the  “C” 
in  their  titles.  But  only  25  percent  of  CIOs  we  surveyed  had 
a  hand  in  such  initiatives.  We  also  found  that  CIOs  who 
work  on  strategic  planning  are  more  likely  to  drive  busi¬ 
ness  success,  yet  46  percent  of  respondents  said  the  CIO 
doesn’t  participate  in  business  strategy  development. 

Now  is  the  time  to  see  how  much  you  are  contributing 
both  to  growing  the  top  line  and  expanding  the  bottom 
line— unless  you’re  prepared  to  lose  your  “C.” 


Chris  Curran  is  Diamond  Management  and  Technology 
Consultants'  CTO  and  managing  partner  of  the  firm's  tech¬ 
nology  practice.  This  story  is  adapted  from  "CIO  Tenure  Worries: 
Are  Competing  Roles  Dragging  You  Down?"  at  www.cio.com/ 
article/591726. 
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NEWMARKETS 

Finding 
What's  Next 


Who  is  doing  it:  BioMerieux,  a  global  company  that  specializes  in  making 
disease  diagnostic  tools  and  detecting  microorganisms  in  food,  pharmaceuticals 
and  cosmetics,  is  developing  a  system  that  will  use  search  technology  to  help  it 
automate  early-stage  research  into  new  product  areas. 


Integrated  search  and 
content-management 
tools  help  uncover 
business  opportunities 


How  it  works:  The  system,  called  Strategic  Watch,  would  integrate  an  enter¬ 
prise  search  engine  with  BioMerieux's  content  management  system  (CMS),  says 
Corporate  VP  and  CIO  Mojgan  Lefebvre.  Using  search  terms  relevant  to  a  new 
area  of  research,  the  engine  will  crawl  both  public  and  fee-based  data  sources 
daily  and  pull  documents  into  BioMerieux's  repository.  The  point  is  to  give  com¬ 
pany  workers  more  time  to  analyze  the  data  and  determine  a  business  case 
for  new  products,  as  compared  to  manually  compiling  information.  BioMerieux 
hopes  to  have  the  first  version  of  the  system  live  by  the  end  of  this  year. 

Growth  Potential:  Vertical  industries  have  long  used  specialty  research 
firms  that  curate  data,  says  Alan  Pelz-Sharpe,  a  content  management  analyst 
with  The  Real  Story  Group.  "It's  fairly  new  that  people  are  trying  to  do  that 
themselves."  Integrating  search  engines  with  CMSes  is  getting  easier,  thanks 
partly  to  capabilities  offered  by  search  and  CMS  vendors,  and  to  simpler  applica¬ 
tion  programming  interfaces  from  data  providers.  -Chris  Kanaracus 
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Congratulations  to 

emaudios  Maglnify  Call  Center 

Winner  of  the  DEMO  $  1  Million 
People's  Choice  Media  Prize 


eXaudios  developed  capabilities  to  understand  people's  emotions  through  their  voice 
in  real  time  as  they  speak.  Launching  at  DEMO,  this  revolutionary  new  product  is  designed 
for  call  centers  and  can  mitigate  escalations,  identify  fraudulent  situations,  provide  "how-to" 
recommendations,  and  monitor  performance  by  management. 


Watch  their  award-winning  product  launch  at: 

www.demo.com/DEMOSpring20 1 OPC 


www.exaudios.com 


emjdios 

/  “  Technologies 


DEMO 


Up  Next:  DEMO  Fall,  2010  -  Septem  ber  13-15,  Hyatt  Regency  Silicon  Valley. 
For  complete  information  and  to  register,  go  to  www.demo.com 


Participating  media 
prize  companies  are: 


compimworui  cso  DEMO  infoWorld  Macworld  neiworkworid 
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PCWorld 
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An  IT  Merger's  Ticket  to  Success 

How  managing  IT  as  business  services,  not  systems,  helped  Scripps 
Networks  integrate  the  Travel  Channel  by  robert  lemos 


When  lifestyle  media  company 
Scripps  Networks  acquired  the  Travel 
Channel  late  last  year,  its  IT  group  had 
to  manage  the  additional  infrastruc¬ 
ture  without  increasing  its  staff. 

The  merger  went  fairly  smoothly,  Scripps  Networks  IT 
leaders  say,  largely  because  the  company  had  incorporated 
business  service  management  (BSM)  into 
its  operations.  BSM  is  an  IT  management 
approach  that  focuses  on  delivering  busi¬ 
ness  processes,  rather  than  systems,  to 
end  users.  Scripps  Networks,  which  also 
owns  the  Food  Network,  HGTV  and  the 
DIY  Network,  is  one  of  a  growing  number 
of  companies  using  BSM  software  to  sim¬ 
plify,  standardize  and  automate  IT  man¬ 
agement  to  provide  better  service  with 
smaller  teams. 

“We  have  a  one-stop-shopping  view  of 
what  is  going  on,”  says  Karen  McCague, 
director  of  IT  management  and  service  for 
Scripps  Networks.  “It  has  really  promoted  collaboration 
between  different  groups  and  helped  us  get  on  the  same 
page.” 

How  Efficiency  Enables  Growth 

Scripps  Networks  is  not  alone.  During  the  past  five  years, 
BSM  software  has  gained  adherents  among  C-level  execu¬ 
tives,  says  Jean-Pierre  Garbani,  vice  president  and  princi¬ 
pal  analyst  at  Forrester  Research.  By  considering  which 
functions  of  the  IT  department  are  necessary  business 
services,  companies  can  focus  on  doing  those  jobs  better, 
he  says. 

“Instead  of  being  focused  on  the  infrastructure  itself, 
they  are  focusing  on  service  to  the  end  user,”  Garbani  says. 
“To  do  that,  you  have  to  bridge  the  vision  of  IT  and  the 
vision  of  serving  the  end  users.” 

Many  businesses  have  used  the  recent  economic  down¬ 
turn  as  a  reason  to  take  another  look  their  strategies  for 
managing  increasingly  complex  IT,  Garbani  says.  Com¬ 
panies  that  adopt  BSM  can  simplify  their  picture  of  IT, 
reducing  costs,  improving  services,  managing  risk  and 
providing  greater  transparency. 

Even  before  the  merger,  Scripps  Networks  was  able  to 


use  BSM  tools  from  BMC  Software  to  reduce  network  out¬ 
ages  and  make  repairs  more  quickly. 

“Before,  we  would  get  a  lot  of  calls  to  our  service  desk 
that  there  was  a  problem,  and  now  we  are  catching  and 
fixing  the  issues  before  the  customers  call,”  McCague  says. 
She  adds  that  her  team  can  find  misconfigurations  and 
identify  server  problems  before  they  affect  the  network. 

The  average  time  to  make  repairs  has  plum¬ 
meted  64  percent. 

While  BSM  concepts  were  originally 
pushed  by  BMC  Software,  other  vendor 
heavyweights,  such  as  IBM,  EMC,  CA 
Technologies  and  Oracle,  are  competing 
for  a  share  of  this  relatively  young  market 
segment  with  their  own  applications. 

When  it  came  time  to  integrate  the 
Travel  Channel,  the  Scripps  Networks  IT 
staff  didn’t  have  to  work  around  the  clock 
for  weeks  as  they  did  two  years  earlier, 
when  a  large  promotional  push  for  Thanks¬ 
giving  lifestyle  shows  taxed  its  staff  and 
infrastructure.  At  the  time,  the  company’s  server- man¬ 
agement  team  was  using  homegrown  scripts  to  monitor 
aspects  of  its  operation. 

But  by  using  the  BSM  software  after  the  merger,  Scripps 
Networks  could  automatically  provision  new  systems  and 
change  policies.  Failures  and  misconfigurations  were 
detected  before  they  triggered  more  serious  outages. 

McCague’s  group  can  manage  a  new  network  and  sys¬ 
tems  without  increasing  staffing,  but  the  IT  staff  has  bene- 
fitted  in  other  ways,  too.  For  example,  the  help  desk  service 
personnel  now  spend  less  time  triaging  problems  and  more 
time  on  systems  administration  and  management.  That’s 
an  upgrade  to  their  job  description,  she  says. 

“We  train  them  on  monitoring  the  solutions,  we 
invest  in  deepening  them  technically,  we  have  people 
cross-trained  in  the  different  operation  systems,  and  we 
are  investing  in  knowledge  transfer,”  McCague  says.  “By 
investing  in  the  technology,  we  have  also  invested  in  the 
people.” 


Robert  Lemos  is  a  freelance  writer  based  in  New  Hampshire. 
This  story  is  adapted  from  "HGTV  Meets  Travel  Channel:  An  IT 
Merger's  Ticket  to  Success,"  at  www.cio.com/article/594079. 


After  the 
merger,  the 
company  could 
automatically 
provision 
new  systems 
and  change 
policies. 
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Divisional  CIO 


IT  Director 


Has  Your  CIO  Journey  Reached  Its 

Ultimate  Destination? 


Don’t  sit  back  and  let  the  future  happen  to  you;  be  part  of  determining 
and  defining  your  destination.  Join  with  your  fellow  business  IT  leaders 
in  the  CIO  Executive  Council  as  we: 

»  Define  the  future  of  the  CIO  position 
»  Bring  more  value  to  the  enterprise 
»  Influence  CEO  expectations 
»  Develop  team  business  sensibility 
»  Cultivate  an  external  business  focus 
»  Prepare  for  leadership  beyond  IT 

The  Future-State  CIO:  Know  Your  Next  Move 

Visit:  council.cio.com/CIOFS 
Call:  +1  508.872.0080 
Email:  cec  info@cio.com 
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Leaders  Shaping  the  Future  of  Business 
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Move  beyond 


In  today’s  business  environment  there’s  no  room 
for  compromise.  With  VMware,  IT  departments  can 
untangle  complexity  and  enable  a  more  agile 
enterprise  without  sacrificing  service  levels  for 
efficiency.  Through  our  industry-leading  virtualization 
solutions,  we’re  revolutionizing  the  way  IT  serves 
the  business— and  providing  a  clear  pragmatic 
path  to  cloud  computing. 


Go  to  The  Source,  vrnware.com/movebeyond 
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operational  excellence 


Cloud  (Re)Cover 

The  ROI  of  off-premise  disaster  recovery  by  kim  s.  nash 

The  promise  of  cost  savings  derived  from  cloud  computing  is  attractive,  but  concrete  financial 
returns  are  not  always  quickly  achieved.  Except,  perhaps,  when  it  comes  to  disaster  recovery. 

Offloading  the  expense  of  buying  your  own  hardware,  software  and  networking  capabilities 
for  use  during  a  prolonged  outage,  as  well  as  that  of  the  ongoing  maintenance  of  duplicate  infra¬ 
structure,  can  produce  measurable  savings,  says  Eric  Heidrich,  director  of  IT  at  Help  At  Home.  He 
expects  to  save  $150,000  over  three  years,  mainly  by  cost  avoidance. 

Infrastructure  as  a  service  is  the  original  impetus  for  cloud  computing,  says  Judith  Hurwitz,  CEO 
of  the  consultancy  Hurwitz  and  Associates,  and  it  can  be  cost-effective.  Other  companies  also  see 
cloud  computing  as  a  means  for  disaster  recovery.  TheStreet.com  hired  Iron  Mountain  to  back  up  and 
restore  data  and  applications  in  the  event  of  a  prolonged  outage,  CIO  Daniel  Flax  explained  at  ► 

(Continued  on  Page  24) 
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The  Team  You  Deserve 

Novo  Nordisk's  Henry  Cortina  touts  the  benefits  of  due  diligence  in  hiring 

BY  KRISTEN  LAMOREAUX 


It's  hard  in  today’s  economic  climate  to  argue  for 
companies  adding  to  their  IT  hiring  processes.  Why 
should  a  CIO  partner  with  HR  to  build  on  an  exist¬ 
ing,  sophisticated  interviewing  process?  Because 
doing  so  can  yield  respect  and  results. 

Henry  Cortina,  Head  of  North  American  IT  for  Novo 
Nordisk,  abides  by  advice  he  was  given  early  in  his  career: 
You  get  the  team  you  deserve.  Do  your  due  diligence  and 
you’ve  earned  your  reward.  Cut  corners  to  make  a  quick 
hire  and  you’ll  be  responsible  for  the  consequences. 

Novo  Nordisk  is  a  healthcare  company  based  in  Den¬ 
mark  and  is  known  as  much  for  its  employee-centric  cul¬ 
ture  as  its  landmark  diabetes  care.  When 
Cortina  was  hired  in  2006,  he  was  handed 
an  internal  document  listing  the  compa¬ 
ny’s  blue-sky  ambitions  and  asked  what  it 
would  take  for  IT  to  achieve  the  lofty  goals. 

The  company  was  experiencing  rapid 
sales  growth  and  Cortina  identified  two 
things  that  he  needed  to  make  happen  in 
IT:  expand  it  to  be  a  business  partner  and 
leverage  it  to  help  grow  the  company. 

Cortina  sought  to  transform  North 
American  IT  in  a  way  that  reflected  the  company  culture. 
He  met  with  each  member  of  IT  individually  to  gain  deeper 
insight  into  the  company.  At  the  same  time,  he  looked  for 
advancement  opportunities  for  his  staff,  as  Novo  Nordisk 
prefers  to  promote  from  within.  His  team  grew  from  37 
people  to  more  than  90,  but  to  get  there,  he  says,  “We  fun¬ 
damentally  had  to  grow  certain  skills  so  had  to  go  outside 
[the  company].” 

Cortina  also  partnered  with  HR  on  his  first  day  on  the 
job.  Through  weekly  meetings,  they  built  a  structure  for  the 
new  organization  and  then  tackled  simpler  staffing  tasks, 
like  writing  job  descriptions. 

To  continue  fostering  internal  career  development, 
Cortina  developed  an  IT  career  tree  with  HR  and  an  outside 
firm.  The  tree  describes  the  behavioral  anchors,  attributes, 
competencies  and  skills  needed  for  each  role  and  clarifies 
career  paths  inside  the  company.  As  a  result,  IT  at  Novo 


You  owe  it  to 
the  company, 
your  team  and 
the  person 
you're  hiring  to 
choose  well. 


Nordisk  has  become  a  stronger  part  of  the  company,  offer¬ 
ing  more  opportunity  for  advancement. 

Cortina  also  translated  the  career  tree’s  principles  into  his 
hiring  practices— across  the  enterprise,  not  just  for  senior 
leadership.  “No  matter  what  you  do  inside  Novo  Nordisk, 
you  interact  with  business  partners,”  he  says.  “Candidates 
are  always  interested  in  not  only  the  immediate  position,  but 
the  career  path  available  for  advancement.” 

Cortina  says  he  targets  candidates  who  have  technical 
skills  and  understand  the  business  priorities.  He  adds  that 
new  hires  need  to  get  that  “being  flexible  as  the  business 
changes  is  a  key  part  of  success.” 

As  far  as  the  importance  of  industry- 
specific  experience,  Cortina  says,  “It  var¬ 
ies  based  on  the  job.  A  lot  of  technology  is 
not  pharma-specific  and  our  goal  is  to  hire 
the  best  person  available.” 

Novo  Nordisk’s  hiring  process  often 
begins  with  a  phone  interview  out  of 
scheduling  necessity.  The  next  phase  con¬ 
sists  of  a  half-day  of  one-hour  interviews 
with  the  hiring  manager,  team  members, 
HR  and,  potentially,  a  business  partner. 
Typically,  the  hiring  team  has  a  consensus  meeting  within 
the  next  24  hours,  and  one  or  two  candidates  are  invited  in 
for  second-round  interviews.  The  candidates  meet  with  a 
senior  HR  leader,  a  senior  leader  in  either  IT  or  business, 
and  the  person  who  is  one  step  up  the  organizational  ladder 
from  the  hiring  manager. 

“There’s  a  balance  you  need  to  achieve  between  that 
perfect  candidate  and  time,”  says  Cortina.  “You  owe  it  to 
the  company,  your  team  and  to  the  person  you’re  hiring 
to  get  it  right.” 

As  Novo  Nordisk  was  just  listed  at  number  25  in  Fortune 
magazine’s  “Best  100  Companies  to  Work  For,”  it  looks  like 
they’re  getting  it  right. 

Kristen  Lamoreaux  is  an  executive  technology  recruiter  with  the 
Jarvis  Walker  Croup  and  founder  of  SIM  Women,  a  North  American 
networking  organization  for  female  CIOs  and  their  direct  reports. 
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Nuance 
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A  Document  Duo 
for  the  Modern 
Office  Ecosystem 


The  growth  rate 
in  the  creation  of 
paper  documents 
may  be  slowing, 
and  the  future  of 
the  document  as  an 
electronic  entity  is 
finally  in  sight. 

To  read  the  entire  whitepaper, 

go  to  www.cio.com/ 
whitepapers/nuance 


Microsoft 


CIO 


Custom  Solutions  Group 


Numerous  predictions  over  the 
years  of  an  imminent  paperless 
future  have  fallen  short.  What  has 
evolved  instead  is  an  ecosystem  of  sorts,  made  up  of 
paper  and  electronic  documents  in  various  formats. 
Modern  organizations  should  be  looking  for  the  most 
effective  way  to  accommodate  and  assimilate  these 
formats.  Fortunately,  two  leaders  in  document-related 
technology  have  made  it  their  mission  to  help  organiza¬ 
tions  embrace  the  multifarious  document  ecosystem. 

A  CLOSE  PARTNERSHIP 

Nuance  is  a  document  imaging  champion,  with  more 
than  21  million  registered  imaging  application  users; 
the  company  is  also  a  leader  in  PDF-related  technol¬ 
ogy,  and  an  early  collaborator  on  XPS.  Microsoft  is  the 
most  important  technology  provider  in  the  corporate 
environment.  Microsoft  Office  applications  (Microsoft 
Word,  Excel  and  PowerPoint  in  particular)  are  de  facto 
desktop  software  and  corporate  file  format  standards. 

Nuance  and  Microsoft  have  worked  hard  to  integrate 
their  complimentary  technologies  over  the  years. 

With  the  release  of  Microsoft  Office  2010,  Nuance 
and  Microsoft  will  offer  customers  increased  cross¬ 
platform  capability  within  the  document  ecosystem. 

"The  document  imaging  category  continues  to  be  an 
important  one  for  enterprises,"  says  Liz  Ngo,  a  senior 
business  development  manager  at  Microsoft.  "By 
working  with  Nuance  in  this  space,  we  will  be  able  to 
build  better  tools,  platforms  and  services.  Ultimately, 
this  effort  will  deliver  integrated  value  for  our  mutual 
customers." 

HAND-IN-GLOVE  INTEGRATION 

Nuance's  OmniPage  software  has  set  the  standard  for 
scanning,  imaging  and  OCR  (optical  character  recogni¬ 
tion)  technology  for  more  than  20  years.  And  it's  no 
surprise  that  OmniPage  works  hand-in-glove  with 
Microsoft's  applications,  documents,  formats,  and 


systems. "Between  Nuance  and  Microsoft,  we've  cre¬ 
ated  a  system  where  document  imaging  is  a  lot  more 
than  just  capturing  information  or  moving  information 
from  one  format  to  another," says  Jeffrey  Segarra, 
director  of  imaging  product  management  for  Nuance. 

For  example,  Microsoft  SharePoint  Server  is  emerging 
as  a  corporate  standard  in  terms  of  enterprise  content 
management.  Nuance  has  worked  with  Microsoft 
on  workflow  integration  of  Nuance  products  with 
SharePoint.  "Nuance  provides  good  integration  with 
SharePoint," says  Owen  Allen,  senior  product  manager 
for  SharePoint  at  Microsoft.  "The  richness  of  Nuance's 
document  capture  provides  for  more  flexibility  in 
follow-on  business  processes." 

Nuance  and  Microsoft  have  made  every  effort  to  stay 
stride-for-stride  in  their  software  advancements. 
When  Microsoft  developed  the  Ribbon  user  interface 
for  Windows  Vista,  Nuance  supported  that  powerful 
new  design  in  its  PaperPort  Professional  product. 
When  Microsoft  added  the  Jump  List  feature  to 
Windows  7,  Nuance  supported  it  by  offering  menu- 
based  access  from  the  bottom-screen  list.  Office  2010 
will  feature  a  document  status  capability  known 
as  Backstage  View;  Nuance  will  support  the  ability 
to  open  and  save  PDF  files  directly  into  SharePoint 
through  Backstage  View. 

EFFECTIVE  NAVIGATION 
In  today's  workplace,  the  most  effective  document 
strategy  is  one  that  accommodates,  incorporates 
and  integrates  the  most  important  platforms  for 
document-based  interaction:  paper,  electronic  docu¬ 
ments  and  Microsoft  Office.  Fortunately,  Nuance  and 
Microsoft  are  working  hard  to  make  efficient  naviga¬ 
tion  of  that  document  ecosystem  a  reality. 

CIOs  should  look  closely  at  the  advantages  the  inte¬ 
gration  of  Microsoft  and  Nuance  technologies  bring 
to  the  modern  office  environment. 


►  Disaster  Recovery  Continued  from  Page  21 


the  recent  CIO  Perspectives  conference  in  New  York. 

Help  At  Home  is  a  private  company  that  assists  the 
elderly  and  disabled  with  household  chores— like  clean¬ 
ing,  cooking  and  errands— and  routine  health  care.  The 
company  employs  13,000  field  workers  in  nine  states. 

Since  Heidrich  arrived  at  Help  At  Home  in  2008,  he  has 
virtualized  nearly  all  of  the  company’s  servers  on  VMware. 
He  had  been  doing  backups  with  SonicWall’s  continuous 
data-protection  appliance.  The  vendor  constantly  searched 
files  and  databases  for  changes,  and  Help  At  Home  paid  a 
monthly  fee,  he  says. 

But  SonicWall’s  appliance  wasn’t  backing  up  operating 
systems  or  imaging  any  servers,  because  that  required  the 
added  expense  of  installing  SonicWall  software  on  every 
Help  At  Home  server.  Yet  restricting  SonicWall’s  use  to  only 
data  meant  that  in  a  disaster— such  as  a  long  power  outage 
caused  by  a  storm— no  server  images  or  application  con¬ 
figurations  would  be  saved.  This  type  of  outage  hasn’t  hap¬ 
pened  yet,  but  the  company  must  prepare,  Heidrich  says. 

For  full  disaster  recovery,  he  first  considered  making  one 
of  the  company’s  85  offices  the  fail-over  site.  But  duplicating 
and  maintaining  that  infrastructure  would  have  cost  about 
$190,000  over  three  years,  he  says.  That  price  tag  includes  a 


OFFICE  2010 


IT'S  INSPIRED 
BY  GMAIL. 

Steven  Schafer, 
Director  of  Network 
Services  at  Global 
Crossing,  an  early 
adopter  of  Office 
2010,  says  users 
will  benefit  from  a 
new  Outlook  feature 
called  Conversation 
View,  which  groups 
e-mail  threads 
into  conversations 
based  on  the  subject 
header.  Gmail  has 
offered  this  feature 
for  years,  and  it's 
now  available  in  the 
enterprise,  reduc¬ 
ing  a  thread  of  30 
e-mails  to  just  one 
that  includes  the 
entire  string  of 
replies. 


IT'S  BEST  FOR 

FREQUENT 

E-MAILERS. 

The  Outlook 
enhancements 
attempt  to  unify  a 
user's  communica¬ 
tion  tools  while 
offering  more  con¬ 
trol  over  the  deluge 
of  messages,  such 
as  the  ability  to 
"ignore"  messages. 
Global  Crossing's 
employees  are  also 
managing  their  own 
inboxes  with  a  new 
tool  called  "clean 
up"  that  eliminates 
redundant  e-mails. 
"They  can  rapidly 
delete  enormous 
amounts  of  useless 
data,"  says  Schafer. 


four-node  storage  area  network,  two  switches,  three  servers 
and  an  uninterruptible  power  supply;  a  fast  Internet  con¬ 
nection  between  the  main  office  and  the  branch;  about  40 
hours  of  set-up  time  (amounting  to  $15,000  in  labor)  and 
three  hours  per  week  of  ongoing  maintenance,  at  a  cost  of 
$20,000  over  three  years.  Instead,  Heidrich  found  Hand,  a 
cloud  infrastructure  vendor,  through  a  Google  search  for 
VMware-related  disaster-recovery  ideas. 

Using  Hand  costs  Help  At  Home  only  $48,000  over 
three  years,  Heidrich  says.  He  counts  the  difference— about 
$140,000— as  money  saved.  Hand  taps  into  Help  At  Home 
via  a  VPN  and  uses  its  replication  product  to  copy  any 
changes  in  VMware  images  to  Hand  servers  nightly.  Some 
critical  applications,  such  as  client  management  and  billing, 
are  replicated  more  often.  If  a  disaster  occurs,  Hand  can 
restore  all  of  Help  At  Home’s  virtual  machines  on  its  own 
hardware,  and  branch  offices  will  be  redirected  to  Hand. 

Restoring  in  the  cloud  is  much  quicker  than  other 
disaster-recovery  scenarios,  Heidrich  says,  “and  there’s 
no  hardware  to  buy.” 


Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her 
on  Twitter:  twitter.com/knash99. 


IT'S  SOCIAL. 

"CIOs  want  to  give 
users  social  net¬ 
working  tools,  but 
they  want  to  do  it  in 
a  secure  and  compli¬ 
ant  way,"  says  Chris 
Capossela,  Senior 
VP  of  Microsoft's 
Business  Division. 
Outlook  Social  Con¬ 
nector  provides 
detailed  information 
about  e-mail  send- 
ers-including  pho¬ 
tos  of  them,  viewed 
with  a  feature  called 
Gallery  View-in  the 
Outlook  inbox.  It 
also  incorporates 
activity  from  Linke- 
dln,  Facebook  and 
MySpace  if  a  user 
chooses  to  connect 
their  accounts. 


CO-AUTHORING 
IS  EASIER  WITH 
SHAREPOINT. 

Co-authoring  in 
Office  2010  allows 
a  user  to  invite  a 
group  of  people  into 
SharePoint  to  work 
on  a  single  Office 
document  together, 
rather  than  having 
to  e-mail  around 
different  versions  of 
the  same  document. 
"We've  done  a  lot  of 
work  in  Office  2010, 
with  Exchange  and 
SharePoint  as  core 
parts  of  the  solution, 
to  give  users  modern 
productivity  tools," 
says  Capossela. 


CLOUD  IS 
AN  OPTION. 

Microsoft's  vast 
experience  serv¬ 
ing  and  supporting 
enterprises  still 
gives  it  an  edge. 

With  Office  2010, 
Microsoft  will  be 
offering  Office  Web 
Apps.  Online  ver¬ 
sions  of  Word,  Excel, 
PowerPoint  and 
OneNoteare  free 
but  not  full-featured. 
According  to  a  recent 
Forrester  Research 
survey,  despite 
Office  2010's  higher 
price  tag  than  cur¬ 
rent  alternatives, 
most  respondents 
plan  to  upgrade  to 
Office  2010  in  the 
next  few  years. 
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Apps  For  Sale 

More  CIOs  are  buying  enterprise  Gmail,  but  Google 
has  to  broaden  its  appeal  to  win  more  converts  to  its 
cloud-based  desktop  tools  by  juan  carlos  perez 

THE  PITCH 

Google  Apps  Premier  offers  enterprises  cloud-based  messaging  and 
collaboration  software  intended  to  cost  less  and  to  be  simpler  to  deploy 
and  manage  than  on-premise  systems.  Unlike  the  free  Standard  edition. 
Premier  offers  IT  management  tools  to  support  enterprise  software 
integration,  user  provisioning  and  migration  among  its  capabilities. 

At  first,  CIOs  didn't  bite,  but  during  the  past  three  years,  Google 
has  steadily  strengthened  Premier's  features  and  security.  Today, 
customers  include  companies  as  diverse  as  Genentech  and  Fairchild 
Semiconductor,  with  thousands  of  users. 

Rajen  Sheth,  a  Google  Apps  senior  product  manager,  says  Gmail  has 
been  Premier's  main  attraction,  but  now  Google  is  beefing  up  its  Docs 
office  productivity  suite  to  better  compete  with  Microsoft  Office.  "It's  an 
area  we're  ready  to  delve  into  a  lot  more  deeply  now,"  Sheth  says.  "Going 
forward,  we'll  be  able  to  offer  them  a  choice  for  office  productivity." 


are  no  longer  usable,  CIO  Conrad 
Cross  says. 

The  usual  concerns  about  cloud 
computing— whether  storing  data  off- 
premise  is  secure,  and  worries  about 
bugs,  outages  and  performance  issues 
over  which  IT  departments  have  no 
control— also  apply. 

What’s  more,  say  CIOs,  Google  has 
much  to  learn  about  cultivating  rela¬ 
tionships  with  enterprise  customers. 
Omnetic,  the  Schumacher  Group’s 
Premier  reseller  and  integrator,  enjoys 
good  communication  with  enterprise 
engineers  at  Google,  and  Menefee  has 
sales  contacts  there.  “But  I  don’t  feel 
I  have  solid  communications  with 
Google  from  the  support  and  engi¬ 
neering  perspectives,”  he  says. 

THE  SCORE 

Nucleus  Research  analyst  Rebecca 


THE  CATCH 

IBM  and  Microsoft  are  moving  fast  to 
tweak  their  Lotus  Notes  and  Exchange 
products— as  well  as  release  new 
ones— to  provide  the  cost  savings  and 
management  benefits  of  hosted  suites 
like  Google  Apps. 

Meanwhile,  end  users  may  resist 
the  switch  from  familiar  applications. 
The  Schumacher  Group,  a  healthcare 
company,  bought  2,000  Premier 
seats  to  provide  e-mail  for  doctors 
who  are  independent  contractors. 
But  full-time  employees  are  sticking 
with  Exchange,  in  part  to  avoid  the 
change-management  process,  says 
CIO  Douglas  Menefee. 

The  city  of  Orlando,  Fla.,  trained 
3,000  users  on  Premier  Gmail,  cal¬ 
endar  and  contacts.  But  Google  Docs 
will  wait  until  PCs  deployed  two 
years  ago  with  Microsoft  Office  2007 


Headquarters:  Mountain  View,  Calif. 

Employees:  20,621 
2009  Revenue:  $23.6  billion 
CEO:  Eric  Schmidt 

What  They  Do:  Google  gets  most 
of  its  revenue  from  search  advertis¬ 
ing,  but  it  has  high  aspirations  for  its 
Enterprise  division  and  its  flagship 
product,  Apps  Premier.  The  hosted 
collaboration  and  communication 
suite  includes  applications  for  e-mail, 
calendar,  office  productivity,  intranet, 
video  sharing  and  discussion  forums. 


Wettemann  says  Google  has  moved 
quickly  in  the  past  year  to  make  Apps 
Premier  a  viable  choice  for  CIOs. 
“Google  has  taken  important  steps  in 
terms  of  usability,  performance,  reli¬ 
ability  and,  most  important,  provid¬ 
ing  guidance  to  enterprises  on  how 
to  deploy  these  tools  effectively,”  she 
says. 

However,  there’s  no  simple  answer 
for  CIOs  who  wonder  if  the  suite  is  a 
good  fit  for  their  companies.  “You  have 
to  know  what  the  cost  of  providing  the 
service  internally  is,”  Cross  says.  “Oth¬ 
erwise,  you  won’t  know  what  your  sav¬ 
ings  will  be  and  why  it  would  be  to  your 
advantage  to  adopt  Apps.” 

Cross  also  warns  that  while  ditch¬ 
ing  an  on-premise  system  for  Apps 
reduces  the  IT  staff’s  internal  server- 
maintenance  work,  it  doesn’t  mean  IT 
executives  can  abdicate  their  manage¬ 
ment  roles.  You  still  have  to  make  sure 
Google  meets  its  obligations,  he  says. 


Juan  Carlos  Perez  is  senior  editor  with  IDG 
News  Service. 
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CUNA  Mutual  Group  is  moving  toward  running  many 
small  marketing  campaigns  rather  than  a  few  large 
ones  based  on  what  it  learned  from  segmenting  its 
customers,  says  SVP  and  CIO  Rick  Roy. 


4+‘a 


How  leading 
companies  are 
using  cutting-edge 
analytics  to 
change  business 
processes  on  the  fly 


BY  KIM  S.  NASH 


ctions  reveal  more  than  words,  we  know,  and 
companies  are  watching  carefully,  using  busi¬ 
ness  intelligence  and  analytics  tools  to  figure 
out  what’s  happening  in  their  markets.  But 
it  isn’t  just  what  makes  a  consumer  buy  a 
product  or  respond  to  an  e-mail  promo¬ 
tion  that  companies  want  to  understand. 
They’re  also  putting  business  opera¬ 
tions— where  efficiency  can  make 
the  difference  between  profit  and 
loss— under  the  microscope. 

By  using  insights  from 
analytics  to  improve  busi¬ 
ness  processes,  CIOs  can 

help  managers  feed  updated  intelligence  into  their  decision-making  routines 
almost  continuously.  A  marketing  campaign  can  be  adjusted  in  hours  in  reac¬ 
tion  to  uptake  on  a  website.  A  logistics  process,  such  as  trucking  equipment  to 
construction  sites,  can  be  adjusted  to  changes  in  the  price  of  fuel. 

As  analytics  tools  become  more  powerful,  analysis  happens  faster,  enabling 
business  changes  that  make  or  save  significant  amounts  of  money,  says  Rick  Roy, 
senior  vice  president  and  CIO  of  CUNA  Mutual  Group,  a  $2.8  billion  insurance 
company.  CUNA  Mutual  has  pored  over  customer  data  to  identify  which  of  its 
products  are  selling,  why  and  to  whom.  Using  insights  from  analytics  to  guide 
business  process  changes  is  a  “dramatic  productivity  enhancer,”  Roy  says. 

Sixty- five  percent  of 335  IT  leaders  we  polled  recently  say  business  intel¬ 
ligence  and  analytics  have  spurred  a  business-process  change  in  the  last 
year.  However,  they  also  indicate  that  there’s  more  work  for  IT  to  do.  For 
example,  just  41  percent  say  their  analytics  and  business  process  manage¬ 
ment  (BPM)  tools  are  closely  integrated. 

If  analytics  and  BPM  tools  were  integrated,  they  could  be  used  to 
map  how  best  to  change  business  processes  given  a  particular  insight 
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from  the  data,  says  David  White,  a  senior  research  analyst  with 
Aberdeen  Group.  But  for  now,  CIOs  like  Roy  have  to  work  with 
their  business  partners  to  make  such  determinations.  Connect¬ 
ing  analytics  and  business  processes  sometimes  means  creating 
data  warehouses  to  collect  information  from  multiple  systems 
in  order  to  study  it.  IT  leaders  also  find  themselves  promoting 
old-fashioned  conversation  across  departments. 

Companies  where  CIOs  enable  the  best  use  of  predictive 
analytics  tools  and  techniques— including  tying  them  to  BPM 
initiatives— are  better  at  financial  forecasting,  retaining  custom¬ 
ers  and  eking  out  more  operating  profit  than  companies  that 
haven’t  caught  on,  says  White.  He  recently  studied  159  organiza¬ 
tions  that  actively  use  predictive  analytics  and  determined,  for 
example,  that  best-in-class  companies  retain  93  percent  of  their 
customers,  compared  to  laggards  who  retain  just  66  percent. 

Competitive  pressure— along  with  substantial,  measurable 
financial  gains— will  lead  more  CIOs  down  this  road,  says  Tim 
Fleming,  CIO  of  the  Industrial  Technologies  sector  at  Ingersoll 
Rand,  a  $13  billion  heavy-equipment  manufacturer.  “It’s  not 
easy,  but  you  want  to  do  it,”  he  says.  “You  have  to  do  it.” 

How  Data  Enables  Change 

The  insurance  industry  may  have  been  among  the  first  to  connect 
analysis  tools— in  the  form  of  fraud  detection— with  automated 
workflow  technology— systems  for  claims  processing.  But  meshing 
analytics  with  other  kinds  of  enterprise  software  can  produce  new 
ways  to  engage  customers  or  make  operations  more  efficient. 

CIOs  who  can  give  business  users  the  means  to  connect  ana¬ 
lytics  and  BPM  can  cut  a  path  to  faster  and  more  fruitful  deci¬ 
sion  making,  says  Fleming.  “Data  starts  to  tell  a  story.  We  can 
help  them  find  that  story,”  he  says.  And  rewrite  the  ending. 

Fleming’s  division  at  Ingersoll  Rand  has  used  analytics 
to  flush  out  and  correct  problems  in  such  varied  processes  as 
order  management,  global  inventory  and  invoicing.  Fleming  has 
dedicated  the  biggest  portion  of  his  IT  staff  to  analytics,  he  says, 
because  the  company  has  found  it  so  powerful. 


Doing  analytics  well  has  helped  raise  the  profile  of  IT  at 
Ingersoll  Rand.  The  company  recently  replaced  a  mix  of  manu¬ 
facturing  and  financial  systems  with  Oracle’s  ERP  suite.  His¬ 
torically,  IT  released  new  reporting  capabilities  twice  a  year.  But 
by  updating  these  capabilities  quarterly,  then  every  two  months, 
end  users  caught  errors  and  spotted  trends  sooner  than  they 
used  to.  “This  gets  you  back  in  front  of  your  user  groups  very 
frequently,  so  they’re  seeing  the  value  of  IT,”  he  says.  “It’s  not  a 
Christmas  present  once  a  year;  it’s  multiple  birthday  parties.” 

For  example,  business  people  were  able  to  identify  on- 


time  delivery  problems  in  the  Asia-Pacific  region  and  Europe. 
Through  analytics,  Ingersoll  Rand  discovered  the  use  of  some 
incorrect  data  about  supplier  lead  times.  In  the  past,  the  com¬ 
pany  had  relied  on  knowledge  of  factory  employees  to  identify  a 
problem  like  this,  Fleming  says.  Also,  managers,  thinking  about 
efficiency,  sometimes  waited  until  the  end  of  each  month  to  enter 
all  the  details  about  some  orders.  “You  don’t  get  that  service  order 
in,  we  can’t  invoice.  If  we  don’t  invoice,  our  accounts  receivable 
balances  will  be  lower  than  they  should  be.  Then  we  have  a  fore¬ 
casting  issue,”  Fleming  says. 

After  getting  accurate  lead-time  data  to  the  factories,  the  divi¬ 
sion  changed  its  service-order  process  so  managers  now  enter 
data  every  week.  Revenue  forecasting  improved  measurably, 
Fleming  says.  Among  respondents  to  our  survey,  accounting 
departments  topped  the  list  of  beneficiaries  of  analytics-driven 
business  change.  (Read  more  about  the  survey  in  “Cloud  Ana¬ 
lytics  Picks  Up  the  Pace,”  Page  8.) 

Those  kinds  of  outcomes  allowed  Fleming  to  get  funding  to 
double  the  analytics  team  in  his  division  to  about  15  full-timers 
who  help  business  groups  plan  and  implement  analytics  proj¬ 
ects.  “Business  made  a  decision  to  make  a  higher  investment  in 
it  because  they  saw  results.” 

Analytics  tools  integrated  with  customer-relationship  man¬ 
agement  (CRM)  or  e-commerce  systems  can  also  lead  to  better 
processes  for  engaging  with  customers. 

In  the  past  year,  CUNA  Mutual  has  used  analytics  to  under¬ 
stand  members  of  the  credit  unions  it  serves.  The  company  pro¬ 
vides  financial  products  to  7,000  credit  unions,  and,  through 
the  credit  unions,  to  individual  members.  The  number  of  credit- 
union  members  has  grown  by  14  percent  since  2000,  which  CIO 
Roy  attributes  to  people  seeking  stable  alternatives  to  big  banks. 
But  CUNA  Mutual’s  primary  customer  base  is  shrinking:  The 
number  of  credit  unions  in  the  United  States  has  dropped  24 
percent  since  2000,  mainly  through  acquisitions.  To  keep  the 
remaining  credit  unions,  and  therefore  itself,  growing,  CUNA 
Mutual  has  to  know  what  moves  credit-union  members— the 
end  customers— to  buy  a  new  product  or 
service,  Roy  says. 

In  2009,  the  company  launched  an  ana¬ 
lytics  project  called  Voyager,  which  uses 
Microsoft’s  SQL  Server  database  alongside 
analysis  tools  from  CA  Technologies  and 
SAP  BusinessObjects  to  segment  its  credit 
union  customers  by  variables  such  as 
product,  profitability  and  demographics. 
The  first  step  was  consolidating  customer 
data  from  sales  and  marketing  systems, 
as  well  as  systems  used  by  its  credit  unions,  into  a  single  data 
warehouse.  Then  business  analysts  explored  the  data  with 
canned  reports  and  iterative  queries  on  the  fly. 

“They  were  able  to  complete  in  a  couple  hours  using  multiple 
queries  an  analysis  that  before  would  have  taken  one  to  two 
weeks  to  complete,"  Roy  says.  “It’s  game-shifting  change.” 

Business  analysts  were  startled  to  find  that  half  of  CUNA 
Mutual’s  $2.8  billion  in  revenue  comes  from  three  of  its  12  cus¬ 
tomer  segments.  Now  the  company  wants  to  build  financial 
products  to  attract  the  other  nine.  To  appeal  to  Generation  Y 


This  gets  you  in  front  of  your  user  groups 
frequently,  so  they're  seeing  the  value 
of  IT.  It's  not  a  Christmas  present  once  a 
year;  it's  multiple  birthday  parties/' 

-Tim  Fleming,  CIO,  Ingersoll  Rand's  Industrial  Technologies  sector 
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consumers,  for  example,  CUNA  Mutual  is  devel¬ 
oping  more  Web  and  mobile  access  to  products 
it  offers  to  its  credit  unions.  The  company  also 
built  software  that  automatically  offers  life  or 
disability  insurance  to  people  after  they  take 
out  a  loan,  over  whatever  channel  the  custom¬ 
ers  used  to  close  the  deal— phone,  website  or 
in-person. 

The  new  thinking  has  CUNA  Mutual  mov¬ 
ing  away  from  doing  three  or  four  large  market¬ 
ing  pushes  per  year  to  12  smaller  ones  focused 
on  producing  specific  results:  selling  a  particu¬ 
lar  product  to  new  customers  in  a  given  demo¬ 
graphic,  for  example,  or  gaining  more  profit 
from  an  existing  customer  segment.  “You  run 
the  marketing,  test  it  and  use  what  you  learn  to 
start  new  campaigns,”  Roy  says. 


New  Ways  to  Save 

While  CUNA  Mutual  looks  outward,  at  cus¬ 
tomer  dynamics,  Welch’s,  the  grape  juice  and 
jelly  cooperative,  uses  analytics  to  make  inter¬ 
nal  operations,  namely  transportation,  more 
efficient.  During  a  2007  upgrade  of  Oracle’s 
enterprise  resource  planning  suite,  Welch’s  saw 
it  needed  newer  tools  to  enable  more  flexible 
queries  using  multiple  dimensions  of  data,  says 
Kevin  Kilcoyne,  director  of  customer  operations 
at  the  family  farmer-owned  co-op.  The  organi¬ 
zation  does  manufacturing  and  marketing  for 
the  National  Grape  Cooperative  Association. 

Welch’s  wanted  to  collect  every  data  ele¬ 
ment  from  each  year’s  40,000  orders  and  bills 
of  lading,  sweep  it  into  a  database  and  look  for 
patterns  to  highlight  where  it  could  save  money  on  transporta¬ 
tion.  Welch’s  auctions  its  transportation  business  to  trucking 
companies  every  year. 

At  the  time,  Oracle’s  reporting  tools  couldn’t  perform  the  in- 
depth  analysis  Welch’s  wanted  quickly  enough,  Kilcoyne  says. 
To  prepare  for  the  auction,  it  took  about  30  hours  to  cull  a  year’s 
worth  of  data  and  then  a  few  months  for  analysts  to  study  it  to 
decide  how  to  formulate  each  bid  request.  Analysts  consider 
routes,  kinds  of  transportation  available  and  fuel  pricing  trends, 
along  with  carriers’  limitations  and  performance  statistics. 

Because  so  much  time  was  involved,  Welch’s  was  not  always 
able  to  bid  out  all  of  its  distribution  routes;  typically  it  bid  out 
only  about  60  percent  of  them  each  year.  The  balance  went 
largely  unanalyzed  and,  therefore,  unoptimized,  says  Bill 
Coyne,  director  of  strategic  sourcing. 

Welch’s  hired  Oco,  a  software-as-a-service  vendor,  to  provide 
analytics  and  data  warehousing.  Oco  accesses  Welch’s  ERP 
system  through  a  secure  Internet  connection,  skimming  the 
data  from  order  fulfillment  and  other  modules  and  putting  it 
in  a  data  warehouse  at  Oco.  The  process  takes  about  half  an 
hour,  Coyne  says.  Each  morning,  Welch’s  analysts  tap  into  Oco 
to  draw  the  fresh  data  to  their  own  PCs.  They  can  study  it  in 
pre-written  reports  or  formulate  their  own  queries. 


Analytics  helps  to  flush  out  problems 
with  processes  such  as  order  manage¬ 
ment,  says  Tim  Fleming,  CIO  of  Ingersoll 
Rand's  Industrial  Technologies  sector. 


The  time  saved  on  data  collection  and  analysis  enables 
Welch’s  to  bid  out  all  of  its  transportation  routes  and  do  it  more 
than  once  per  year,  Coyne  says.  Welch’s  can  also  tweak  those 
routes  to  save  money.  For  example,  the  company  discovered 
that  if  it  relocated  some  of  its  distribution  points,  it  could  use 
rail  instead  of  trucks,  further  reducing  fuel  use  and  rates  as 
well  as  carbon  emissions.  All  told,  Welch’s  cut  12  percent  to 
15  percent  from  its  $50  million  in  annual  transportation  costs, 
Kilcoyne  says. 

Conversations  With  Customers 

As  Kilcoyne  and  Coyne  learned,  modern  business  intelligence 
and  analytics  tools  can  extract  data  from  enterprise  software, 
populate  pre-built  statistical  models  and  quickly  produce 
insights  that  used  to  take  weeks.  “In  the  past,  doing  predictive 
analytics  needed  a  PhD  in  statistics  to  build  a  model  and  inter¬ 
pret  results,”  says  Aberdeen’s  White.  But  newer  analytics  tools 
“hide  the  underlying  statistical  nerd  details,”  he  says.  “Business 
people  don’t  have  to  worry  about  how  the  sausage  gets  made.” 
Many  tools,  have  models  built  in  for  such  complex  analyses  as 
segmenting  customers  based  not  simply  on  demographics  and 
the  products  and  services  they  buy,  but  also  on  less  cut-and- 
dried  information,  such  as  how  they  behave  at  a  website  or  what 
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"As  technology  has  evolved,  we're  able  to  have  a  relevant 
dialog  with  customers,  not  just  push  our  ideas  out  there." 

-Thomas  Stubbs,  interactive  marketing  director,  Coca-Cola 


comments  they  make  during  call-  center  interactions. 

Key  to  game-changing  decision  making  is  the  ability  to  detect 
and  respond  to  market  changes,  taking  into  account  historical 
knowledge.  DirecTV  uses  analytics  to  save  customers  who  want 
to  cancel  their  television  service.  The  company  started  the  pro¬ 
gram  two  years  ago  when  it  sought  to  cut  churn  rates. 

If  a  regular  call-center  agent  can’t  persuade  a  customer  to 
stay,  the  agent  will  let  her  go,  promising  to  discontinue  service 
in  24  to  48  hours.  During  this  cooling-off  period,  a  specially- 
trained  agent  calls  the  customer,  armed  with  the  knowledge  of 
why  she  wanted  to  cancel  and  a  series  of  proposals  designed  to 
change  her  mind.  The  proposals  are  ranked  according  to  the 
likelihood  that  they  will  work,  says  Jack  Gustafson,  director  of 
business  intelligence  at  DirecTV. 

To  someone  who  cited  a  competing  offer  from  Verizon, 
DirecTV  will  offer  a  better  deal.  To  someone  who  complained 
about  technical  issues,  DirecTV  offers  free  service,  support  and 
perhaps  upgraded  hardware. 

How  hard  agents  press  depends  on  how  valuable  the  cus¬ 
tomer  has  been  to  DirecTV,  Gustafson  says.  “There  are  some 
people  we  just  do  not  want  to  lose.”  About  60  percent  of  custom¬ 
ers  who  want  to  depart  are  deemed  worth  trying  to  save,  he  says. 
The  company  uses  tools  from  Teradata  and  SAS  to  analyze  past 
behavior,  evaluating  data  such  as  the  average  annual  revenue 
the  customer  represents,  her  payment  history  and  how  many 
pay-per-view  shows  she  buys. 

The  program  works  so  well  that  DirecTV  now  turns  around 
its  “called  to  cancel”  data  from  inbound  calls  to  its  special  agents 
four  or  five  times  a  day,  rather  than  overnight.  Every  customer 
saved  is  one  less  customer  the  company  has  to  try  to  win  back 
weeks  or  months  later— an  expensive  process,  Gustafson  says, 
that  can  involve  mailings,  e-mail  and  telephone  calls  as  well  as 
sending  someone  out  to  reinstall  the  service.  “When  the  cus¬ 
tomer  first  calls,  they  have  a  certain  mind-set:  They  want  to 
cancel,”  he  says.  “When  we  call  back,  they’re  unprepared.  It’s 
a  little  psychological  advantage  we  have.” 

When  Coca-Cola  began  to  focus  in  earnest  on  using  analytics 
in  online  marketing  10  years  ago,  one  push  was  to  understand 
whether  their  efforts  were  driving  consumers  to  their  website. 
The  site  would  then  lightly  tailor  pages  based  on  customers’ 
actions  during  past  visits,  says  Doug  Rollins,  group  director  of 
loyalty  CRM  measurement  at  the  $31  billion  beverage  company. 
A  new  visitor  who  entered  a  Diet  Coke  promotion  might  have 
been  offered  that  option  more  prominently  next  time. 

Now,  though,  the  My  Coke  Rewards  program  has  helped  the 
company  develop  more  in-depth  knowledge  about  loyal  cus¬ 
tomers.  The  inside  of  every  bottle  cap  is  printed  with  a  12-digit 
code  that  customers  can  text  or  type  into  a  website  or  desktop 
widget  to  accumulate  points  that  can  be  exchanged  for  prizes 
and  other  awards.  Those  who  opt  in  to  e-mail  marketing  receive 
regular  offers  to  gain  more  points,  as  well  as  other  marketing 


pitches.  Each  is  customized  based  on  segments  created  from 
demographic  information  and  behavior  collected  by  the  site.  On 
average,  285,000  customers  visit  per  day,  entering  an  average 
of  seven  codes  per  second.  Information  embedded  in  the  codes 
may  include  a  region  or  location  where  the  bottle  was  sold  and 
whether  it  had  special  packaging,  such  as  an  Olympics  logo, 
that  Coca-Cola  uses  to  tailor  its  pitches. 

A  43-year-old  woman,  for  example,  may  receive  an  e-mail 
touting  a  “Family  Roadtrip”  sweepstakes,  including  a  $5,000 
gift  card.  A  20-something  man  might  get  a  message  offering 
an  extra  10  points  if  he  enters  three  more  codes  within  a  week. 
After  four  years,  My  Coke  Rewards  is  among  the  longest-run¬ 
ning  marketing  programs  in  Coca-Cola’s  history.  And  as  the 
program  has  grown,  the  company  has  changed  the  way  it  runs 
in  response  to  insight  from  analytics,  Rollins  says. 

For  example,  at  first  the  program  focused  on  Coca-Cola,  Diet 
Coke  and  Coca-Cola  Zero  drinkers.  Now  the  company  cross-sells 
and  upsells  other  brands,  including  water  and  juice  products 
inherited  in  corporate  acquisitions.  Doing  so  entailed  shifting  how 
each  business  unit  approaches  its  marketing,  he  explains. 

Coca-Cola  uses  the  FICO  Precision  Marketing  Manager  suite 
of  statistical  analysis  tools  to  study  data  from  its  websites.  Mar¬ 
keters  look  at  which  come-ons  elicit  the  most  and  best  responses, 
says  Thomas  Stubbs,  Coca-Cola’s  interactive  marketing  director 
in  global  IT.  Coca-Cola  also  exchanges  data  with  companies  that 
supply  prizes,  including  Nascar,  Nike  and  Sony.  “As  technology 
has  evolved,  we’re  able  to  do  more  and  have  a  relevant  dialog  with 
customers,  not  just  push  our  ideas  out  there,”  he  says. 

Limited-time  promotions  don’t  teach  a  company  as  much 
about  its  customers  as  ongoing  interactivity,  Rollins  says. 
FICO’s  business  rules-management  software  helps  determine 
in  real-time  what  material  to  present  to  consumers  on  which 
platform.  The  company  has  learned  that  watching  behavior  is 
more  meaningful  than  reading  questionnaires  Web  visitors 
are  asked  to  fill  out,  he  says.  For  example,  some  consider  Diet 
Coke  a  woman’s  drink.  (The  company  even  developed  Coca- 
Cola  Zero— in  its  black  can,  proclaiming  “REAL  Coke  taste”— to 
appeal  to  both  men  and  women.) 

“A  man  might  not  want  to  admit  that  he’s  a  Diet  Coke  drinker. 
He  will  say  in  a  survey  that  he  prefers  Coke.  But  we  see  he  enters 
only  Diet  Coke  PINs  and  market  accordingly.” 

The  idea  is  not  just  to  save  business  but  to  create  new  busi¬ 
ness.  Successful  projects  spark  new  ones.  Analytics  tools  help 
companies  create  more  money-generating  interactions  with 
customers  and  shave  costs  from  internal  operations.  CIOs 
should  connect  analytics  technologies  with  ideas  about  refin¬ 
ing  business  processes,  says  Aberdeen’s  White.  “Meld  them 
together  and  that’s  very  powerful.”  HPl 


Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her  on 
Twitter:  twitter.com/knash99. 
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peer  advice  from  the  cio  executive  council 


The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association 
of  more  than  500  CIOs,  founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 


Business  Switch-Hitters 


CIOs  who  take  on  expanded  roles  amplify  their  leadership  skills 


DONALD  MARTIN,  ARMSTRONG  WORLD  INDUSTRIES 

IMPROVE  THROUGH  EXPANSION 

Since  taking  on  the  role  of  eCMO,  I  have  become  a  better  CIO.  While  developing 
consistent  marketing  infrastructure,  content  and  messaging  for  our  140  websites,  I 
have  started  working  directly  with  our  external  customers.  This  has  given  me  a  new 
awareness  of  their  needs  and  of  our  market,  strengthening  my  understanding  of  our 
business.  Learning  to  look  at  corporate  strategy  from  their  perspective  has  helped  me 
develop  better  relationships  with  my  colleagues  at  the  executive  level,  which  are  further 
enhanced  by  my  continuing  experience  as  a  cross-functional  leader.  I’ve  also  been  able 
to  better  position  my  IT  team  to  deliver  customer  self-service  applications. 

My  track  record  as  CIO  is  a  big  part  of  why  the  company’s  leadership  gave  me  the 
additional  position— they  noted  that  I  could  achieve  results  for  multiple  functions  ►  ►  ► 


Donald  Martin, 

VP,  eCMO  and  CIO, 
Armstrong  World 
Industries 
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VPandCIO,Joerns 
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»  Utilize  Boston  University  and  Harvard  Business  Publishing  courseware 
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while  being  fair  to  all  users  and  needs.  I’ve  now  added  a  good  deal  of  IT’s 
strengths— such  as  project  management  and  requirements  gathering— to 
marketing,  which  also  has  something  to  teach  IT:  creativity  in  finding  and 
creating  solutions. 

NICK  MASTERSON-JONES,  VOCALINK 

STEP  OUTSIDE  YOUR  COMFORT  ZONE 
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When  I  left  behind  the  title  of  director  of  IT  to  become  the  head  of  the 
transaction  services  business  unit  at  VocaLink,  I  didn’t  walk  away  from 
technology:  rather,  I  expanded  on  how  technology  best  serves  the  company 
and  our  customers.  Our  CEO  recognized  that  the  traditional  business-IT 
organizational  divide  was  not  optimal  for  a  technology-leading  company. 
Restructuring  VocaLink  removes  the  barriers  between  the  products  and 
the  IT  function  that  creates  them,  creating  greater  focus  on  the  customer, 
a  single  line  of  accountability  and  a  true  “one-team”  spirit.  The  IT  opera¬ 
tions  are  centralized  under  our  COO,  which  gives  me  the  space  to  focus  on 
strategy,  sales  and  product  management,  and  all  the  technology  that  allows 
those  functions  to  happen.  It  is  easier  for  me  to  make  decisions  on  prioritiza¬ 
tion  and  funding,  because  I  have  both  P&L  accountability  for  my  business 
unit,  and  the  traditional  CIO  responsibility  for  delivering  the  portfolio  of 
programs  and  products  that  underpin  that  P&L. 

Despite  the  similarities  between  my  old  role  and  my  current  one,  I  am 
learning  every  day  and  honing  new  skills,  such  as  product  management  and 
marketing.  For  example,  I’ve  rediscovered  that  market  research,  when  done 
well,  is  one  of  the  best  tools  a  business  leader  can  have  in  maximizing  ROI. 
Knowing  what  technology  will  do  for  our  business  is  simply  not  enough. 
However,  I  am  fortunate  in  working  with  a  very  strong  executive  team  who 
are  always  willing  to  share  experiences  and  provide  advice. 
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PARTHA  BISWAS,  JOERNS  HEALTHCARE 

BECOME  AN  EXTERNAL  ADVOCATE 
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Being  an  executive  sponsor  for  some  of  our  strategic  customers  gives  me 
a  broader  business  perspective  and  helps  me  play  an  active  strategic  role 
within  our  company.  Along  with  our  CEO  and  eight  other  executives,  I  am  an 
advocate,  adviser  and  problem-solver  for  our  customers.  As  an  extension  of 
my  CIO  role,  I  oversee  those  accounts  to  maintain  an  executive-level  relation¬ 
ship  and  create  new  business  opportunities  for  our  company. 

When  I  joined  Joerns,  I  had  to  first  focus  on  building  an  IT  organization 
from  the  ground  up.  While  this  earned  me  the  respect  of  my  executive  col¬ 
leagues,  I  was  still  a  passive  member  of  the  C-suite  who  they  filled  in  on 
strategy  discussions  instead  of  asking  me  to  join  the  meetings,  where  I  could 
influence  the  decision.  I  knew  I  had  to  become  more  involved  in  running  the 
business,  which  meant  getting  in  front  of  customers.  I  became  one  of  the 
faces  of  the  company  at  trade  shows  and  industry  events.  I  soon  learned  that 
we  were  missing  many  business  opportunities  through  improving  partner¬ 
ships  with  our  customers  and  embedding  technology  within  our  products 
and  services.  Our  CEO  developed  the  executive  sponsor  role  to  provide  the 
needed  perspective  on  our  selling  and  business  development  process.  To  take 
on  this  additional  responsibility,  however,  my  IT  house  had  to  be  in  order, 
and  I  had  to  trust  my  direct  reports  to  be  focused  on  delivering  value  to  our 
internal  customers  in  my  stead. 
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Putting  every 
person  in  the 
right  place 


Who:  David  Patzwald, 

5VP  of  Integration  Ser¬ 
vices,  Schneider  Electric 

What:  An  overview  of 
how  Patzwald  mapped 
his  existing  North  Amer¬ 
ica-based  IT  team  to  a  new 
simplified,  global  structure 


Why:  Schneider  Electric  grew  interna¬ 
tionally  as  a  collection  of  businesses, 
each  of  which  had  its  own  CIO,  CFO  and 
other  shared  services.  When  corporate 
leaders  decided  to  shift  the  organiza¬ 
tion  to  a  single  structure,  they  started 
with  IT.  Becoming  the  new  Information 
Processes  Organization  has  required 
moving  nearly  every  IT  employee 
around  the  world  into  new  positions 
that  are  often  reporting  to  a  new  man¬ 
ager,  even  if  individuals  will  be  perform¬ 
ing  the  same  function  as  before. 


How:  Patzwald’s  new  Integration 
Services  group  sits  within  the  Busi¬ 
ness  Support  unit,  one  of  four  cross¬ 
functional  units  under  new  global 
CIO  Herve  Coureil.  His  former  staff 
members-nearly  150  people-do  not 
all  belong  in  that  group,  and  mapping 
them  has  formed  the  example  for  other 
region-  and  function-specific  CIOs  in 
the  company  during  the  transition.  In 
these  charts,  Patzwald  outlines  how 
those  who  were  previously  at  the 
director  level  under  him  now  link  into 
other  units,  and  how  the  people  under 
them  sometimes  map  to  other  groups 
beyond  that.  As  a  former  divisional  CIO, 
Patzwald  says,  it  is  important  to  sepa¬ 
rate  the  impact  on  you  from  the  impact 
on  your  team,  and  to  acknowledge  that 
what’s  best  for  your  former  staff  might 
be  to  no  longer  report  to  you. 


To  download  the  tool,  go  to 
council.cio.com/DL0710. 
Join  a  teleconference  about 
Schneider's  transition,  go  to 
council.cio.com/DI0710. 
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Lacking  the  complexity  typically  associated  with 
Bl,  Dashboards  delivers  a  solution  within  days 
because  no  programming  is  required.  As  the  leading 
Bl  dashboard  platform  with  proven  user- adoption,  rich 
user-interface  and  enterprise-class  capabilities,  the 
entire  organization  enjoys  the  bottom-line  benefits 
of  real-time  insight  in  no  time. 


See  for  yourself,  try  our  FREE  30-day  evaluation 
software  by  visiting  iDashboards.com/IT 
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Selling  Your  Successors 

CEOs  almost  always  go  outside  for  the  next  CIO,  despite  your  succession-planning 
efforts.  Here's  how  to  give  your  would-be  successors  a  leg  up.  by  martha  heller 


When  I  ask  CIOs  about  their  successor, 
I  get  one  of  three  answers:  Fifty  percent 
tell  me,  “I  am  grooming  two  people, 
but  they  still  have  some  development 
ahead  of  them.”  Roughly  thirty  percent 
say,  “I  have  someone  who  could  be  CIO  tomorrow.”  The 
rest  of  the  time  I  hear,  “Not  by  a  long  shot.”  Despite  the  fact 
that  most  CIOs  have  a  successor  in  mind,  I  would  wager 
that  fewer  than  10  percent  of  today’s  large-company  CIOs 
have  been  promoted  from  within.  Hence  the  paradox:  You 
develop  successors,  yet  the  CEO  almost  always 
goes  outside  for  the  next  CIO. 

This  paradox  has  one  obvious  expla¬ 
nation:  The  CEO  is  dissatisfied  with  IT, 
and  the  CIO’s  would-be  successors  are 
guilty  by  association.  But  there  are  other, 
more  manageable  challenges  at  play  in 
the  succession-planning  paradox.  The 
following  CIOs  and  their  named  succes¬ 
sors  offer  pragmatic  solutions. 

The  Stovepipe  Dilemma.  IT  lead¬ 
ers  tend  to  come  up  through  applications 
or  infrastructure,  while  the  CIO  role  requires  experience 
with  both. 

Solution:  Give  your  successor  all  of  IT.  Bruce  Goodman 
joined  Humana  in  1999  as  CIO,  but  three  years  later  he 
took  on  responsibility  for  service  operations  as  well.  As 
chief  service  and  information  officer,  Goodman  worked 
with  senior  management  to  give  IT  operations  and  techni¬ 
cal  services  to  CTO  Brian  LeClaire,  his  named  successor. 
LeClaire  also  kept  his  existing  responsibility  for  applica¬ 
tions  engineering.  “Years  ago,  I  had  an  opportunity  for 
advancement  that  I  did  not  receive  because  I  did  not  have 
a  successor,”  says  Goodman.  “If  you  want  to  advance  past 
CIO,  you  have  to  hire  people  who  have  the  potential  to  do 
your  job  and  then  give  them  as  much  of  IT  as  you  can.” 

Solution:  Recruit  well-rounded  direct  reports.  When  Rick 
Davidson  was  CIO  at  Manpower,  he  had  openings  in  his 
applications  and  infrastructure  leadership.  But  he  did  not 
recruit  people  with  stovepipe  backgrounds  in  those  disci- 


Too  often, 
the  executive 
committee  has 
had  little  exposure 
to  the  internal 
candidate  for 
CIO  succession. 


plines,  as  many  CIOs  do.  Instead,  Davidson,  now  a  director 
at  AlixPartners,  kept  an  eye  on  bringing  in  possible  succes¬ 
sors  and  so  hired  people  with  broad  experiences  in  shared 
services  operations  and  business  functions. 

The  Exposure  Dilemma.  Too  often  when  the  outgoing 
CIO  recommends  a  successor,  the  executive  committee  has 
had  little  exposure  to  the  internal  candidate. 

Solution:  Get  successors  in  front  of  the  business.  Davidson 
gave  Denis  Edwards,  who  succeeded  him  at  Manpower 
in  2009,  responsibility  for  a  front-office  transformation 
program— “the  largest,  most  complex 
program  in  the  history  of  the  company,” 
says  Edwards.  Because  of  the  program’s 
impact,  the  entire  executive  committee 
was  invested.  Davidson,  rather  than  act¬ 
ing  as  the  executive  face  on  the  program 
himself,  gave  Edwards  the  highly  visible 
role  of  providing  the  steering  committee 
with  updates  and  presentations. 

The  Desire  Dilemma.  Not  every 
direct  report  wants  to  run  IT,  so  it  is  criti¬ 
cal  that  CIOs  be  in  touch  with  their  VPs’ 
career  plans.  Then  they  know  they  are  backing  a  candidate 
who  truly  wants  the  job. 

Solution:  Have  the  conversation.  “Several  years  ago,  Bruce 
gave  me  the  opportunity  to  articulate  where  I  wanted  to  go 
in  the  organization,”  says  Humana’s  LeClaire.  “I  told  him 
that  I  wanted  experience  managing  service  operations,  so 
Bruce  and  his  colleagues  gave  me  some  responsibility  for 
that  part  of  the  business  in  addition  to  IT.”  LeClaire’s  advice 
to  direct  reports:  “If  your  CIO  is  not  having  the  conversa¬ 
tion  with  you,  then  the  onus  is  on  you  to  initiate  it.” 

If  you  as  CIO  have  credibility  with  the  executive  com¬ 
mittee,  it  is  in  your  power  to  instate  a  successor.  Rather  than 
wait  until  you  are  planning  your  departure,  take  the  time 
now  to  give  your  best  people  a  shot  at  the  job. 

Martha  Heller  is  president  of  Heller  Search  Associates,  an  IT 
executive  search  firm,  and  a  cofounder  of  the  CIO  Executive 
Council.  She  can  be  reached  at  martha@hellerseorch.com. 
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IT  professional,  we’d  love  to  have  you 
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NETWORKWORLD  announces 


ALERT  YOUR  COLLEAGUES 
IN  OTHER  CITIES! 

IT  Roadmap  2010 

Dallas,  September  14 
Washington,  DC,  October 
San  Francisco,  November 


The  ONE  DAY  event 

that  comes  to  you! 
COAAING  NEXT  TO 

Philadelphia 

SAVE  THE  DATE:  WEDNESDAY,  JULY  14,  2010 
PENNSYLVANIA  CONVENTION  CENTER 

SIGN  UP  -  AND  BRING  YOUR  COLLEAGUE! 

Full  details  at  www.itroadmap.net/PHLgo 
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Switching:  Without  Wires' 


Five  all-new  morning  sessions: 

•  Cloud  &  Virtualization  Roadmap 

Desktop  Virtualization,  Software-as-a-Service,  Cloud  Computing 

•  Convergence  &  Wireless  Roadmap 

Unified  Communication,  Collaboration,  and  Enterprise  Mobility 

•  Data  Center  Roadmap 

Green  IT,  Disaster  Recovery,  and  Floor  Planning  for  Flexibility 


GOLD  SPONSORS 
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Aid  Networks  Aerohive"  Alcatel-Lucent 
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EMC2 

where  information  lives* 


•  Managing,  Controlling  &  Optimizing  Application  Delivery  Roadmap 

Application  Performance,  WAN  Optimization,  and  Network  Management 

•  The  Secure  Enterprise  Roadmap 

Identity  Management,  Compliance  &  Regulation 

Plus  an  afternoon  of  unique  problem  solving  breakouts: 

•  “Help  Me  Build  My  Business  Case”  Workshops 

•  Implementation  Strategy  Sessions 

•  Problem-solving  Technical  Tutorials  &  New  Technology  Demonstrations 

•  Moderated  Roundtable  Discussions 


'•£  ExtraHop 

FIBERLINK* 
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Global  Knowledge . 

Infoblox  ... 
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Think  fast: 

Silver  Peak 
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simply  secure 

To  learn  about  sponsorship  opportunities  and  benefits  call  or 
email  Andrea  D’Amato,  Vice  President,  Publisher,  Network  World 
at  508-766-5455  or  adamato@nww.com 


Pre-Qualify  and  Attend  Free! 
Visit  www.itroadmap.net/PHLgo 


Under  the  Sea 

Typically,  explorations  of  the  deep  sea  and  its  hidden  treasures  are  reserved  for  a  lucky  few,  says  Catalina 
Martinez,  an  expedition  coordinator  at  the  National  Oceanic  and  Atmospheric  Administration.  But  not  so  in 
the  case  of  the  Okcanos  Explorer,  a  NOAA  ship  that  set  sail  for  Indonesian  waters  this  June.  This  time  around, 
“folks  on  shore  will  be  able  to  participate  anywhere  in  the  world,”  says  Martinez. 

That’s  because  the  Okeanos Explorer  is  equipped  with  a  state-of-the-art  telepresence  system.  Using  broad¬ 
band  satellite  technology,  expeditions  can  be  led  from  shore-based,  Web-enabled  command  centers  equipped 
with  plasma  screens  that  receive  high-definition  video  as  well  as  voice-over-1  P  audio  communications 
systems.  Images  are  collected  by  a  dual-body  remotely  operated  vehicle  outfitted  with  cameras  and  a  suite 
of  oceanographic  sensors.  Scientists  can  provide  specific  instructions  to  personnel  on  the  ship  as  they  view 
these  images  in  real  time,  creating  a  realistic  virtual  deep-sea  experience.  —Cindy  Waxer 


FORTUNE  500 

COMPANIES  DON’T 
CHOOSE  SECURITY 
ON  A  WHIM. 


▼  Identified  by  VeriSign 

iaMDUHtl 


https://www.imagineyoursitehere.com 
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Over  95  percent  of  the  Fortune  500  choose  VeriSign  SSL  as  their  online  security  of  choice. 

Why?  Because  VeriSign  can  enable  the  strongest  encryption  available  and  has  the  most 
rigorous  authentication  standards.  Or  because  VeriSigm  Extended  Validation  (EV)  SSL  offers  the 
most  visible  site  security  available  by  displaying  the  green  address  bar  in  high-security  browsers, 
which  is  also  the  most  effective  defense  against  phishing  scams.  Add  it  up,  and  it’s  easy  to  see 
why  industry  leaders  choose  VeriSign— the  most  trusted  symbol  of  security  on  the  Web. 


It’s  powerful.  It’s  the  most  visible.  Learn  more  about  protecting 
your  site  and  your  customers  at  VeriSign.com/EVSSLPaper. 


VeriSign 

Secured 


TRUST  E  (9$ 

-  2010  VeriSign,  Inc  All  rights  reserved.  VeriSign.  the  VeriSign  logo,  the  Checkmark  Circle  logo,  the  VeriSign  Secured  logo,  and  other  trademarks,  service 
marks,  and  designs  are  registered  or  unregistered  trademarks  of  VeriSign.  Inc.,  and  its  subsidiaries  in  the  United  States  and  foreign  countries.  All  other 

trademarks  are  property  of  their  respective  owners. 


HP  ProLiant  DL385  G7  Server 

•  AMD  Opteron™  Processor  Model  61  34 

•  4  GB  memory,  up  to  256  GB  Max 

•  Up  to  8  small  form  factor  high-performance  SAS  hard  drives 
with  standard  cage.  Or  up  to  16  SFF  or  6  LFF  hard  drives  with 
optional  drive  cages. 

•  Integrated  Lights-Out  3  (iLO  3)  providing  industry-leading 
management  and  powerful  administration 

$2,599  (Save  $498) 

Lease  for  just  $69/mo.* 

KBEOT  (PN:  605869-005) 


1  Based  on  HP  internal  testing  comparing  hardware  on  HP  ProLiant  DL380  G4  to 
HP  ProLiant  DL385  G7. 

2  Source:  IDC  white  paper  sponsored  by  HP  Gaining  Business  Value  and  ROI 
with  HP  Insight  Control,  May  2009. 

Copyright©  2010  Hewlett-Packard  Development  Company,  L.P. 

AMD,  the  AMD  Arrow  logo,  AMD  Opteron  and  combinations  thereof  are 
trademarks  of  Advanced  Micro  Devices,  Inc. 


Calculate  your  ROI  and  register  for  The  Time  is  Right  to 
Transform  the  Data  Center  and  The  Next  Generation  HP 
ProLiant  Server  Line:  A  Powerful  Platform  for  Virtualization 
white  papers  at  hp.com/servers/unleash3 


20  YEARS 

OF  x86  SERVER  INNOVATION 


Prices  shown  are  HP  Direct  prices;  reseller  and  retail  prices  may  vary.  Prices  shown 
are  subject  to  change  and  do  not  include  applicable  state  and  local  taxes  or  shipping 
to  recipient's  address.  Offers  cannot  be  combined  with  any  other  offer  or  discount  ana 
are  good  while  supplies  last.  All  featured  offers  available  in  U.S.  only.  Savings  based  on 
HP  published  list  price  of  confiaure-toorder  equivalent  (DL  Server:  S3,097-$498  instant 
savings  =  Smart  Buy  price  of  $2,599.)  Financing  available  through  Hewlett-Packard 
Financial  Services  Company  and  its  subsidiaries  (HPFSC)  to  qualified  commercial 
customers  in  the  U.S.  and  is  subject  to  credit  approval  and  execution  of  standard  HPFSC 
documentation.  Prices  shown  are  based  on  a  lease  48  months  in  term  with  a  fair  market 
value  purchase  option  at  the  end  of  the  term  and  are  valid  through  July  31,  2010.  Other 
rates  apply  for  other  terms  and  transaction  sizes.  Financing  is  avaibble  on  transactions 
greater  than  $349.  Other  charges  and  restrictions  may  apply.  HPFSC  reserves  the  right  to 
change  or  cancel  this  program  at  any  time  without  notice.  Inis  offer  cannot  be  combined  with 
any  oiner  rebate,  discount  or  promotion  without  prior  approval  by  HP  and  HPFSC.  Rates  are 
based  on  customer's  credit  rating,  financing  terms,  offering  types,  equipment  type  and  options. 
Not  all  customers  may  gualify  for  these  rates.  Other  restrictions  may  apply.  HPFSC  reserves  the 
right  to  change  or  cancel  this  program  at  any  time  without  notice. 


faster  server  ROI. 


Outcomes  that  matter. 


Servers  that  pay  for  themselves  in 
as  little  as  2  months:  next  generation 
HP  ProLiant  servers  powered  by 
AMD  Opteron™  61 00  Series  processors.1 


Is  an  aging  IT  infrastructure  costing  you  money? 
Now  is  the  time  to  unleash  the  full  potential  of  your 
business  with  next  generation  HP  ProLiant  servers 
powered  by  AMD  Opteron™  6100  Series  processors: 

•  23  to  1  server  consolidation  ratio1 

•  96%  or  more  energy  and  cooling  savings1 
•  $48,380  saved  per  100  users2 

Accelerate  your  business  and  lay  the  groundwork  for  the 
HP  Converged  Infrastructure,  the  road  map  to  greater  IT 
efficiency.  And  unleash  faster  server  ROI  today. 


AMDil 

Opteron - 


